PART || SALES MANAGEMENT 


CONVENTIONS + EXPOSITIONS TRADE SHOWS 


Dr. B. B. Goldner answers on page 32: 


WHAT'S THIS BUSINESS OF 
} BRAINSTORMING AND 
CREATIVE THINKING ALL ABOUT? 


A BILL BROTHERS PUBLICATION 


...is the keynote when you 


FLY TWA TO YOUR MEETINGS 


A pleasant trip can make a big difference in the 
outcome of any sales meeting or convention 
Members are rested and relaxed, in a frame of 
mind that spells success. 

Why not make sure everyone at your meet- 
ing enjoys the finest transportation in the world 

TWA’s Super-G Constellations. They'll 
make new friends and enjoy refreshments in the 
beautiful “Starlight Lounge” . . . or just stretch 
FOR COMPLETE INFORMATION, call or write your local 
TWA office. Or write: Convention Manager, Trans 
World Airlines, 380 Madison Ave., N. Y. 17, N. Y. 


out in oversized, reclining seats for miles of 
blissful rest. And they’ll be delighted with the 
finest bill of fare in the air — TWA’s de luxe, 
full-course meals. 

TWA’s Super-G’s offer all this luxury at no 
extra fare non-stop across the U. S., between 
major U.S. cities, and non-stop to Europe from 
New York. For travel plans sure to please 
everyone, make them on the Super-G! 


Fly the finest... FL Y= 


TRANS WORLD AIRLINES 


&.S.A4.- EUROPE-AFRICA-ASIA 


they'll be there!... 


you can be there!.. 


America's greatest BUYING unit.. 


. the Family 
.to SELL them 


The Cleveland Press 


Cleveland Public Auditoriumx October 21-28, 1956 


% Today, members of the family 

have come to share each other's interests 
as never before. They work and 

play TOGETHER, they learn TOGETHER, 
they look to the future TOGETHER 

. and most of all, they SHOP 
TOGETHER. If you want to cash in on 
this new marketing concept— 

FAMILY BUYING—The Cleveland Press 
FAMILY FAIR is your showcase! 
Sponsored and promoted by America's 
great family newspaper, The Cleveland 
Press, hundreds of thousands of Ohioans 
will read the FAMILY FAIR story 

daily from now until October, insuring a 
prime buying audience for your 


product or service. 


Write, wire or phone today for the com- 
plete story on the FAMILY FAIR-attendance- 
promotion features, illustrated floor plans, 
prices and information on how your product 
can be merchandised most profitably in 
what will be one of America's great shows. 
Get in early for full benefits of pre-show 
publicity and promotion tie-ins. 
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dramatize and sell your product by impressing the audience 

with its importance in the family-centered living scheme. Here 
is today's planned merchandising to help you tap the nation's fastest- 
growing market—the FAMILY BUYING UNIT. 


4. big interest-packed sections have been specially designed to 


THE FAMILY LIVES . . . Housing, Furniture & Equipment, Food & 
Nutrition, Transportation, Health & Beauty. Displays and exhibits de- 
voted to the "necessities of life" . . . 20th century products that make 
our FAMILY standard of living the greatest the world has ever known. 


THE FAMILY WORKS AND PLAYS .. .. Do-It-Yourself, Hobbies, 
Photography, Entertainment, Travel & Vacation, Sports & Games, Toys 
& Gifts, Hi-Fi, Gardening . . . the limitless pin that satisfies the 
FAMILY'S leisure and playtime needs. 


THE FAMILY LEARNS .. . Business and Finance, Education & Cul- 
ture, Safety, Child Care, Government, Investments & Insurance. Prob- 
lems of raising and educating children, and how to make, save and 
invest the FAMILY income are complicated problems that capture 
interest. 


THE FAMILY LOOKS TO THE FUTURE . . . Phono- Vision, Color 
Television, Electronics, Jet Propulsion, Paccstine Atomic Energy, Auto- 
mation, "Big Industry's" report to the FAMILY on research and develop- 
ment activities—a chance to sell tomorrow's products today. 


Exposition Management: 


Andrews, Bartlett and Associates, Inc. 


1849 W. 24TH ST. 
CLEVELAND 13, OHIO 
TOwer 1-6045 


Sa. t84:.. 4.839... 


THAT SELL? 
. > 


Twenty-five years of development and growth have made the Exhibit Division 
of the Tabery Corporation the leader in the west in exhibit design, engineer- 
ing, construction, installation and service on a nation-wide basis. 


EXHIBIT DIVISION 


3443 SOUTH HILL STREET, LOS ANGELES 7, CALIFORNIA... RICHMOND 9-1091 


A COMPLETE SERVICE IN SALES SHOWMANSHIP 
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SPECIAL PLANNING 


EXPOSITION MANAGEMENT 


ye 
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Host... 04 
For This 
CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons. 
Excellent restaurants and enter- 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings. 
Display space available for ex- 
hibitors. Outstanding banquet 
facilities. 


ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES 
Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway, 

Write or contact Cham- 


ber of Commerce In any 
of cities listed below. 


Plar Y ul Cor ver tic n We wher 


DEPARTMENTS 


Meeting 
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ANttithsys 


Moving? GS® Call... 


| PART 


Your ALLIED agent |e 


MAGAZINE 


EXECUTIVE OFFICES 1212 Chestnut St. 
SALES MEETINGS Philadelphia 7, Pa. 
WaAlnut 3-1788 


EDITORIAL 
EDITOR . Robert Letwin 
ASST. TO EDITOR Catherine T. McElroy 


RESEARCH EDITOR CONSULTING EDITOR 
John T. Fosdick Richard Beckhard 


READERS’ SERVICE DEPT. 
Anne Collos 


CONVENTION DIRECTORY DEPT. 
Marl A, McGarity 
Katherine Hewitt 


no.] specialist ~ 
in long-distance MOVING! | seseersine sass 


GENERAL MANAGER .... . Philip Harrison 
ASST, GEN. MGR. .. Randy Brown, Jr. 


DIVISION SALES MANAGERS 


Philadelphia 


Paul Lightman, 1212 Chestnut St., Philadelphia 7, 
Pa., Kingsley 6-3545 


New York 


Elliot Hague, Joseph E. Pendergast, Randy Brown 
Jr., Gerald T. OBrien, 386 Fourth Ave., New York 
16, N. Y., LExington 2-1760 


Chicago 
Thomas S. Turner, 333 N. Michigan Ave., Chicago 
1, H., STate 2-1266 


Santa Barbara 


Warwick S. Carpenter, 15 East de la Guerra, P. O 
Box 419, Santa Barbara, Calif., WOodliand 2-36!2 


A BILL BROTHERS PUBLICATION 


BILL BROTHERS PUBLICATIONS Include: In In- 
dustry—Rubber World, Plastics Technology. in 
Marketing—Sales Management, Sales Meetings, 
Tide, Premium Practice. In Merchandising—Floor 
Covering Profits, Fountain & Fast Food, Grocer- 
— Graphic, Tires- TBA Merchandising, Yankee Grocer 

No expensivecrating problemswhen you Prompt pick-up and delivery assured by 
move trade show displays and equip- over 2200 vans. Special attention to 
ment by Allied. Nationwide storage your individual needs. Agents from 
facilities permit hold overs, saves coast to coast—see classified telephone SALES MEETINGS is issued five. times . yen 
ans " : “ . Ree : “yy } "Og j January, April, July, October and November as 
pens sr costs to home office for eee. General Offices, Broadview, Seay A ChLES MANAGEMENT, All mall for 
adie eae mois. SALES MEETINGS should be directed to Phila- 


WORLD'S LARGEST LONG DISTANCE MOVERS a einer 


Copyright 1956, by Sales Management, Inc 
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in-teg’ri-form/ance 


iT! Don’t reach for your dictionary. Webster never heard of the word either. 
It's merely a combination of what we feel are the two most important 
words in your dealings with a hotel — integrity and performance. 


%* 


INTEGRITY: To promise only what you know you can deliver 
PERFORMANCE: To deliver just a little more than you’ve promised 


To complete the picture, two other things are important to you—people and 
facilities. We believe we've got about the finest of both you'll find anywhere. 


The Di Lido facilities were specifically planned and built with conventions, group and sales 
meetings in mind. Satisfaction is further guaranteed by a great and happy combination of manage- 
ment and sales personnel trained and dedicated to making your meeting a complete success. 
* a modern air conditioned Hotel « 330 air conditioned Rooms 
¢ 1000-seat Ballroom-Meeting-Banquet Room 
« five other Meeting Rooms suitable for luncheon or dinner meetings if desired 
« 100-seat TV Theater available for small group meetings, sales presentations, etc. 
* complete Recreational Facilities * two Swimming-Pools « Private Beach 
¢ Cabana Colony * Solaria » the Moulin Rouge Supper Club 
« two Cocktail Lounges « popular-price Coffee Shop « Florentine Dining Room 


BUT these facilities without “integriformance”, attention to the most minute detail, complete fulfillment of 
commitments plus fair and reasonable rates and charges can nullify 

your careful convention or group meeting plans. Only at 

the Di Lido can you be assured of the best. 


Wire, call or write for complete detailed information. 


IRVING end 
SAUL A. COHEN 
Owners 


ON THE OCEAN AT 
LINCOLN ROAD — MIAMI BEACH 


DICK FREY | JIM PARRISH 
ales Manager and impor 
member in the Di Lido’s 
and management team. An old 
at meeting commitment 
ing conventions and 


rom the planning management, he knows how to é 


’ 
| 
| t 
hrough their completio create the atmosphere anu , - 
deliver the facilities needed to “« 
| 


make a successful meeting 


WHERE GREAT CONVENTIONS DON’T JUST HAPPEN ... THEY ARE MADE! 
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The Di Lido’s manager worked his 
way up through sales. He knows 
exactly what conventions require 
and how they should be served 
As part of this sales-minded 


the convention spot 


that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF e TENNIS © SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING @ FISHING e 
MOVIES @ BOWLING e@ DRIVE 
YOURSELF SERVICE e OUTDOOR 
ICE SKATING ¢ DANCING 


MEETING AND BANQUET ROOMS 


MEETINGS 
No. of Rooms Max. Capacity 


Opera House 500 
Duchin Room 100 
Slalom Room 100 


(Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms 
Lodge Dining Room 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


RATES: American Plan 


per person, two 
8 { 5 in a room RATES ON 


$ { 3 per person, REQUEST 


single room 


Max. Capacity 


European Plan 


Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete UNION 
information address Mr. Winston PACIFIC 


AND EVENING ENTERTAINMENT McCrea, Mgr., Sun Valley, Idaho. gluon 
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OWNED AND OPERATED BY UNION PACIFIC RAILROAD 


HOTTA. ALLL LL LVULULATO LU ULTRA 


- Facilities Roundup 


New Facilities Being 


AHNOLANSOUALOUULAALA 


Built for Conventions 


AUDUULUUUUNNUUUUULONUNAANHANNLAANN 


ANNUVVOOOUYOUSOUNOAYOOULOOUUN PVRLSUOADAOUEVOAYELYOUAOUYV ULEAD 


CLEVELAND 
Hote Cleveland will add 

two year an 

snnaoendg vice 

oft Rnekitee 


noait 


» $3,250,000 


CHICAG 


=e. 


see Operation Moving Van... 


rt via helicopter. 


available 

sled flight > No, the doctors are not operating on a moving van. But an Aero 
‘ Mayflower moving van has been helping the doctors learn operating 
technique since 1949 by moving over 20,000 pounds of color tele- 
vision equipment more than 75 times and over 70,000 miles to 
24 different cities throughout the United States and Canada for 
closed circuit medical programs. Mayflower has been handling 
this delicate equipment for the pharmaceutical house of Smith, 

Kline and French of Philadelphia. 
Mayflower moves similar fragile shipments safely every day. Your 
display or exhibit, or the possessions of your personnel will get 
the same expert handling, the same gentle care. For the safe, easy 


way to move long distance, call your local Mayflower agent. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents through- 
out the United States and Canada. Your local Mayflower agent is listed under 
Moving in the classified section of your telephone directory 


NATION-WIDE 
FURNITURE MOVERS 


America’s Finest Long-Distance Moving Service 
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FACILITIES ROUNDUP 


iT * d continued 
nite 


Va n Lin es main arena, plus smaller 
rooms. 

Main arena will accommodate 
15,000 with smaller room capacities 
ranging from 100 to 1,500. Storage 
and utility rooms, plus sections for 
food and beverage concessions and 
caterers’ equipment are planned. 
Existing parking facilities will be ex- 
panded to provide for 3,500 cars. 


SANTA MONICA 


Work on $3 million addition to 
Miramar Hotel is scheduled to begin 
shortly. Modern wing will contain 200 
rooms, new banquet room and heli 
port atop the building. Banquet 
room for |,200 will be completed by 
Christmas, says Joseph Massaglia 
Jr., president, Massaglia Hotels. Mul- 
tiple level parking facilities, plus new 
drive-in entrance are planned. 


NASSAU COUNTY, N. Y. 


Plans are underway for construc 
Local cartage at destination alain tion of $10 million coliseum designed 
for conventions and exhibitions in ad- 
. ~ . | dition C enorte nd n r in n 
Uncrating at Convention or Trade Show. . ition to sports and entertainment 
activities. Proposed coliseum would 

| 


. , | seat 10,000. Venture would be 
Re-crating for return trip | financed by bond offering if ap- 
proved by the voters. 


Local cartage at convention hall 
Local cartage for home pickup LES VEGAS 


etnlge Las Vegas Hacienda, to be opened 
Fill in the items and add them up. baile — eget thet” “wiser 
See how much you save the United way! ieee ile —_ 


rooms, dining room for 200. plus 
breakfast .room and coffee shop. 
Combination restaurant-theatre room 
| seats 600 for dinner and 850 for 
shows, plus large convention hall. 


Specialized UNITED VAN LINES...through its more than pool and I8-hole aolf 


' f 50 ge in principal cities...has the special- course are also provided. 
Handling of 0 Agents in princiy es Pp 


ized equipment and trained personnel to move 
uncrated Displays and Exhibits safely and at low | MONTAUK, N. Y. 


cost anywhere in the U. S. and Canada, Exhibits Montauk Manor hote 


adds < 

. : “ioe ention hall to its faciliti Bibs sie 
on tour handled by specially-assigned Vans and vention hall To Its fa nies Ww th pur 
chase of Montauk Tennis club build- 
ing. Alterations, to be completed thi 
will gladly furnish detailed information, Cost ummer, 


Personnel. Nearest United Van Lines’ Agent 


will provide accommoda- 
ae Sea | tions for 1,500. Plans call for adjoin 
estimates. Pig: “ 

ing parking lot for 700 cars, 


ATLANTA 


Tenth floor of Atlanta Biltmore 
hotel will be converted to |4 new 
function rooms, announces Mrs. 
Howell Hanson, president. Room 
will supplement ground floor exhibi- 
tion room which accommodates 


2,000. 
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PEABODY DAs ITIL Bes 
- a. fA 
625 ROOMS “<3 eee 


CLARIDGE & 
400 ROOMS fim 


KING COTTON 
200 ROOMS 


GAYOSO 
175 ROOMS 


oy 
WM 
250 ROOMS 


EMPHIS 


FOR 
MID-AMERICA 
MEETINGS 


PARKVIEW 
165 ROOMS 


AMBASSADOR 
140 ROOMS 


@ Yes, the location of Memphis truly makes it a wonderful spot for yy 


conventions. But, it takes more than just a good location to produce Y iL} se WRITE OR USE HANDY COUPON 
successful group meetings . . . it takes adequate facilities plus consider- ei FOR DETAILED INFORMATION 
able convention “know-how.” That’s why these nine fine Memphis 

hotels with their 2,445 rooms and 111,570 sq. ft. of meeting space, plus lima Franks, Secy., Memphis Hotel Assn. 
a sincere desire to give the kind of help and service that “brings you P. ©. Box 337, Memphis, Tenn. 

back again next year,” further make Memphis a wise choice. Convenient 
to all is the completely air-conditioned Municipal Auditorium with its 
spacious exhibit hall, concert hall and Arena which seats 6,000. Add to 
these features the excellent air, rail and highway facilities and Memphis’ ORGANIZATION 
world famous atmosphere of Southern charm and hospitality and you’ve 
got a combination that simply can’t miss. The right combination for 
your next convention or sales meeting. 


NAME 


ADDRESS 
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CONVENTION 


EXECUTIVES 
RELY ON 


EASTERN DIV. 


NEW YORK 
Park Sherator 
Sheraton-Astor 


Sheraton-McAlpin 


Sheraton-Russell 


BOSTON 
Sheraton Plaza 
WASHINGTON 


Sheraton-Carliton 
Sheraton-Park 


SHERATON HOTELS 


PITTSBURGH 
William Penn 
BALTIMORE 
Sheraton-Belvedere 
PHILADELPHIA 
Sheraton Hotel 
Opens 1957 
PROVIDENCE 


Sheraton-Biltmore 


SPRINGFIELD, Mass. 
Sheraton-Kimball 


ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 
BUFFALO 

Sheraton Hotel 
MIDWESTERN DIV. 
CHICAGO 
Sheraton-Blackstone 
Sheraton Hote! 
DETROIT 
Sheraton-Cadillac 


IN THE U.S. A. AND 


CINCINNATI 
Sheraton-Gibsor 
ST. LOUIS 
Sheraton-Jefferson 
OMAHA 
Fontenelle 
LOUISVILLE 
Seelbach 
DALLAS 
Sheraton Hotel 
Opens 1959 


AKRON 
Sheraton-Mayflower 
INDIANAPOUS 
Sheraton-Lincoln 
FRENCH LICK, Ind 
French Lick-Sheraton 


PACIFIC DIV. 
SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 


Sheraton-Town House 
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IN CANADA 


PASADENA 


Huntington-Sheraton 


CANADIAN DIV. 
MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont. 
Sheraton-Brock 
HAMILTON, Ont. 
Royal Conr 


e 
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1956 


I 
‘ 
I 
i 
I 
! 
I 
1 
I 
i 
I 
i 
I 
i 
I 
i 
I 
1 
i 
l 
I 
I 
I 
I 
! 
! 
i 
I 
I 
! 
I 
I 
I 
I 
! 
I 
i 
LI 
I 
! 
J 
l 
j 
i 
I 
l 


SM/JULY 6 


FOR EXTRA FINE FACILITIES — 
EXTRA SPECIAL SERVICE 


Whether you're planning an informal sales meet- 
ing — or the greatest convention show on earth — 
you'll be more relaxed if you take advantage of 
everything that Sheraton offers. 

First, the Sheraton convention staff. They've 
helped executives like you plan every conceivable 
type of meeting. The minute you contact them, 
they'll roll up their sleeves and go to work for you 
— arrange for meeting rooms and banquet halls, 
plan menus and entertainment, offer special serv- 
ices you didn't think any hotel could offer. They 
can help you keep costs down — and they'll work 
within your budget. You'll enjoy doing business 
with these convention experts. 


Secondly — there are the fine facilities Sheraton 
provides. Sheraton Hotels are geared to running 
conventions. You needn't worry about such things 
as air conditioning, sound and lighting systems, 
screens and projectors and the like. If you wish — 
Sheraton's complete nation-wide Closed Circuit 
TV Network is at your service. 

Why not find out for yourself what Sheraton can 
do for you? Sheraton's Convention Office would 
like to talk over your plans. 

Drop a note today to: SHERATON HOTELS, 
NATIONAL CONVENTION OFFICE, SHERATON- 
PARK HOTEL, WASHINGTON, D. C. 


SHERATON the proudest name in HOTELS 


Executive and Sales Offices: 


1956 


470 Atlantic Ave., Boston 10, Mass. 
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AT THE DRAKE 


y and 
meeuins 

trones d -- Ss 

nd ilities lor TOU Plu 


mittee yoor!>, 
300 person 


j 
on 


ull “CU 


] Four large 
banquet ror 


_ -cort 
16 ail dat ¢ from 
ai 


ms W ith fac ac- 
liti ned com 
1t1O 

95 to 
, - the 


comm ergy 


1 convent mi 
9 Pelightiuly <t » Mi 
shores Ol 
3 700 sleep 
Televisio! 
1 2 x] yori 1 
arrangen il 
yun smoot 
5 Three \ 
priced 
Coa hy 


Ehicaye 


E. _ Brashears, Presiden’ ates 
Dick chen Vice-Pres siden 
ic 
TELETYPE No. 


Telephone SUperior 


CG 1586 
7-2200 


une 
aul 


MEETING & SHOW NEWS 


Books Convention 20 Years Ahead 


American Library Assn. is looking ahead. Plans 
are being made to hold association’s 80th anniversary 
in Philadelphia—in 1976. Over 5,000 delegates are 
expected to attend the convention that year which 
also marks the 200th anniversary of the signing of 
the Declaration of Independence. 


U. S. Super Market at Rome Meeting 


National Assn. of Food Chains took an entire 
super market to Italy for the opening of Inter- 
national Congress of Food Distribution in Rome, 
June 17-24. At the request of the Dept. of Agricul- 
ture, executives of top food distributors planned, 
built and fully equipped an American super market 
in just two-and-a-half months. Packaged merchan- 
dise was shipped from the States, but fresh meat 
was bought in Italy and prepared by NAFC-trained 
Italian butchers. Over 600 manufacturers of owe 
ment and merchandise participated in the project. 


Okla. City Plans Another Exposition 

Oklahoma City announces plans for 1957 expo- 
sition at the fair grounds. “lwo-week show will 
spotlight Oklahoma’s 50 years as a state and is 
slated for May instead of April when it was held 
this year. 

Officials are optimistic about outlook for 1957 
despite poor showing this year when event ran up 
deficit of “$40,000 to $50,000.” Bad weather was 
blamed for the loss, but it is hoped later date next 


year will overcome this handicap. 


ATAE Now ASAE 


American Trade Assn. Executives has chosen a 
new name—American Society of Association Execu 
tives. In discussing the change, Executive Vice 
President Reuel Elton stated, ‘This is an im- 
portant step in the history of our society. New name 
more accurat ely illustrates the true composition of 
the society. 

Elton recently announced his resignation, eftec- 
tive December 31, 1956. He was elected 
post of Secretary Emeritus by the board of directors, 


to begin January, 1957 


"Life" Film Show to Travel 


Life magazine will sponsor a traveling wide 
screen show to enlist nationwide support for AC 
TION (American Council To Improve Out 

Neighborhoods). Show will travel to 75 cities 
starting October 1956 and continuing through 1957. 

Sponsored in each city by local civic improvement 
groups, show will feature motion pictures and stills 
in Vistascope. la, id Hardy, narrator of ‘The 
World We Live In,” will accompany the 


roup. 


New Exec for Exhibit Builders 


Raymond J. Walter has been appointed executive 
secretary of Exhibit Producers & Designers Assn. 
New official predicts a year of progress for national 


association of leading exhibit builders. 
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e 
F. Vollmer, advertising manager, Blaw- in all the World — 

Knox, Pittsburgh, was elected president of Exhibi- x 
tors Advisory Council. ’ there's no city like 

EAC is presently sponsoring a clinic and exposi- ‘i ts 
tion for exhibitors at the Morrison Hotel, Chicago, == | WASHINGTON 
July 10-12. Clinic will touch on labor problems, 
new trends, audio visual aids and other topics. Show ‘ ee anes eee a ee eee 
for Shows will introduce latest props, new designs f +4 ll f Ww S G 0 
and improved materials for the exhibitor. Cost for Ton in all 0 ASHINGTON 
the three-day meeting is $25 for EAC members, $35 : 


tor non-members. there's no place like 
Philco Uses Closed-Circuit TV the ARMORY 


ee es 
Philco Corp., Philadelphia, pioneer in closed- 
circuit T'V (April, 1952) used the medium to intro- 
duce new line of washers and dryers to an estimated 
25,000 dealers gathered in 100-cities on May 15. 
Dealers saw a parade of celebrities, including Al 
Capp, Arlene Francis and John Daly, who outlined 
the features and advantages of Philco’s new home 
laundry equipmer 
— Ser. CONVENTIONS — 
: : aoe L } TRADE ASSOCIA- 
to wash one of her creations, removed by model 
behind silhouette screen, in Philco washer. Dealer TION SHOWS, 
reaction was supplied by Bob Bryer, Glassboro, Pa., COMMERCIAL 


who ordered a carload of new appliances via TV EXHIBITS, ETC. 
hookup. 


Ceil Chapman, fashion designer, was on hand 


Philco also announced a stepped up point-of-sales 

advertising program, in addition to its sponsorship 
of Miss America pageant and the national political 
conventions again this year. 

Dealers at the Barbizon Plaza Hotel, New York 
City, saw rear projection of large screen television 
for the first time at a business meeting, according 
to Visual Electronics Corp., who supplied equip 
ment. Larger than life pictures were projected on 
the 6 ft. by 8 ft. screen successfully from behind 


the screen. 


"Ideas" Theme for New Show 


“Tdeas for the Industrial World of “Tomorrow” 
will be the theme of National Industrial Exposition, 
Detroit Artillery Armory, Oct. 22-26. Show, de- 


voted to new industrial products, methods and _ re- THE Plus ADVANTAGES: 


velopments, is sponsored by a national non- e ona Sq. Ft. a ar e a Personnel 
pront corporation, National New Prod t New Heer Space on One Moor —— 2 


ICTS, 


: Bre Se . @ Parking for 1500 cars 
Methods and Patents Exhibit, Inc. Members of ’ re cma Public Address ® Additional Meeting Rooms 


group include business, labor and government rep- . Brivete A 4 Convenient for Trucks and 
@ Easy Drive-in Accommoda- Heavy Equipment 

tions New, Modern Ventilating 
® Abundant Storage Space System 


FROM ANYWHERE IN D. C., IT’S EASY TO REACH THE ARMORY. 


resentatives. 


Special feature of show will be exhibits of ideas 


patented ndividuals and available to industry. 


ucts sold directly to consumers are excluded. GREAT EVENTS AT THE ARMORY: 
zat who have no products, omponents 


] 


@ American Medical Association @ National Association of 
Funeral Directors @ American Bottlers of Carbonated Beverages 
yroved in the past two years or which ®@ American Dental Association @ National Association of Retail 

new applications are ineligible 1 Grccers @ National Institute of Drycleaning @ Trailer Coach 
Manufacturers 


ng methods which have been intro 


*An additional 65,000 sq. ft. available—subject to approval of Armory Boara 
New Offices in Coliseum for Ivel For Information write: Armory Board Manager 


Ivel Construction Corp. announces per NATIONAL GUARD ARMORY 


offices have been opened at the New York Coliseum 


t give on the spot coverage to Coliseum customers. 2001 EAST CAPITOL STREET 


New office will supplement company’s main office WASHINGTON S. D. Cc. 


in Corona. 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
AND OTHER GROUP GATHERINGS 


95 miles from New York.. 
in the beautiful Shawangunk Mountains 
. conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


G)ROSSINGERE 


eildieusden. N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


MEETING & SHOW NEWS continued 


Expand Furniture Fair 25% 


Exhibit facilities at the National Assn. of Furni- 
ture Manufacturers’ Fair have been expanded 25% 
over last year because of increased demand, say 
NAFM officials. Fair, slated for the Exhibition 
Hall of the Conrad Hilton, Chicago, August 26-30, 
will be held in conjunction with national NAFM 
convention. 


Hotelmen to Hold Buying for Show 


Hotel executives and purchasing agents were 
asked at a special luncheon to schedule a large part 
of their buying for the week of the National Hotel 
Exposition, New York Coliseum, November 12-16. 
Move, aimed at increasing impact of hote! show, 
was adopted unanimously. 


Show Establishes 5-Year Scholarship 


Exposition of Chemical Industries has established 
a five-year scholarship in chemical engineering at 
Cornell University in line with its policy of pro- 
moting educational values of the exposition, Bs Fie 

tevens, manager, announced. Exposition of Chemi- 
mal Industries will be held at New York Coliseum, 
December 2-6, 1957. 


Expect 10,000 at Western Packaging 

About 175 exhibitors are expected to participate 
in the 6th Western Packaging and Materials Han- 
dling Exposition, Los Angeles Pan Pacific Audi- 
torium, July 10-12. Conservative estimate of at- 
tendance is placed at 10,000, according to Clapp & 
Poliak, Inc., show management. 


Showcase Expects 75 Exhibitors 


Seventy-five nationally known companies are ex- 
pected to participate in the “American Showcase” 
exposition to be held in conjunction with the Demo- 
cratic nominating convention, International Amphi- 
theatre, Chicago, August 13. Accepting premise 
that delegates are leaders and style-setters for their 
communities, exhibitors will display latest in house- 
hold equipment, candies, jewelry and other items. 
Major airlines, railroads and utilities are expected 
to participate. 

Companies now signed for show include Coca 
Cola, Ronson Corp., State of Florida, Schenley 
Industries, Inc., and Encyclopaedia Britannica. 

Show scheduled for Republican convention had 
to be canceled when GOP chose smaller 
in San Francisco as their site. 


Cow Palace 


Firemen Return "Tips" to Exhibitors 
‘Two firemen who accepted “tips” for inspecting 
booths at the recent National Industrial Recreation 
Assn. show in New York City have been suspended 
by Fire Commissioner Cavanaugh. 
were returned to exhibitors by Commissioner 
Cavanaugh. 


Tips—$20 each 
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What are the advantages of holding a con- 
vention in a large city? 


Which cities do you consider ideal and 
what are the advantages of each city? 


American 
answers your 


w hd 


Do the hotels have meeting rooms large 
enough to accommodate my group? 


Do the hotels have adequate space for 
exhibitors? 


What forms of entertainment are available 
in these cities? 


Are there good stores for shopping? 


ti 
0 ti 
Is there space available at these resorts for 


The specialists of American Airlines exhibitors? 


What are the advantages of holding a 
convention at a resort? 


Which resorts do you recommend for a 
convention of our size? 


Do these resorts have meeting rooms large 
enough to accommodate my group? 


oo onrio wi 


welcome any questions you might have What forms of entertainment are available 
regarding your forthcoming convention. at these resorts? 


They would also welcome the opportunity What forms of transportation are available 


to assist you in all your cony ention planning. to the cities or resorts rec ommended? 


With unmatched experience in group travel nn a ee 
... the most modern fleet aloft ... and flights 


to seventy-seven leading cities, American is What are the schedules of other forms of 
best qualified to serve your needs and insure transportation? 

the success of your convention. Without How will I encourage people 0 attend? 
obligation, use the keyed coupon below or 


write directly to Mr. Richard A. Is it possible to arrange for special airline 
MacDonald, Convention Manager, flights? 

American Airlines, Inc., 100 Park Avenue, 
New York 17, New York. 


How can I arrange a post-convention tour? 


What places do you suggest for such a 
tour? 


e 

a 

° Mr. Richard A. MacDonald, Convention Manager 

American Airlines, Inc. [ 
i 100 Park Avenue. New York 17, New York 

° Dear Sir: 

' May I please have the answers to the questions circled below. 

° The approximate size of my group will be 

bd Our convention is tentatively planned for sometime in 
2 

o 

s 

° 

. 

& 


aa 
AIRLINES 


CAmencas Leading Airline 
@eeoeeoeeoeeoeeeeesss#sscseee#esc§eerersc§ee#eeeeee#egseg$e2exee7#27eee#eeee#e?se?se?# @ 


eereepeesteeeeeeeee ® 
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World’s largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 
10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 
for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 


at popular prices. 


UNSURPASSED FACILITIES FOR 

FUN AND RELAXATION 

14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 


Supper Club — Yacht Basin — 565 luxurious rooms. . . 


For information 
write or wire 
JACK M. SLONE 
Director of Sales 


BEN NOVACK 
President 


DUKE STEWART 
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AS THE EDITORS SEE IT 


Inside Story on N. Y. 


Hard on the heels of a royal welcome to New York 
City’s spanking new Coliseum came the stunning blow: 
labor trouble! 

Newspaper headlines, television interviews, radio news- 
casts, all shouted out the ‘facts’: The Coliseum was 
riddled by labor gouging, jurisdictional disputes, feather- 
bedding, racketeering. In headlines, exhibitors decried 
their plight; distant cities quietly applauded the strife as 
a boon to their own convention stocks; show managers 
scurried around fearful that their shows already scheduled 
might never take place; all was chaos — or so it seemed. 

Widely quoted, pictured and televised, an exhibitor at 
the International Home Building Exposition charged 
that the erection of his two houses cost three times what 
it should. He called his own press conference to reveal 
his plans to dismantle his houses and leave the show. He 
could take no more of the gouging. 

In his quest for big publicity, little did the ex- 
hibitor realize that the farce he had concocted was 
the best thing that ever happened to the exposition 
industry. He never could have guessed that his 
spurious charges—to ride the wave of newspaper 
headlines—did more to bring about labor peace for 
New York City expositions than anything in the 
entire history of American conventions. 


Rumors ran rife. The Coliseum was plagued by labor 
trouble, according to the press and casual observers. No 
one would say that anything good could come out of this 
strife. But we will! 

From the boiling pot of disputes and charges has 
emerged something positive, progressive and _ stabilizing. 
We dug into and behind the reports to see what happened, 
what is going on now, and what you might expect at the 
Coliseum tomorrow. 


Pressured by the labor turmoil, a new formula 
has emerged for Coliseum labor handling that may 
well set the pattern for labor relations for the rest 
of the country’s exposition sites. The Coliseum 
now has the most workable machinery for handling 
labor disputes ever devised. It forestalls work 
stoppages at a show completely; prevents jurisdic- 
tional disputes from endangering a show’s opera- 
tion; paves a way for establishing smooth and efh- 
cient handling of any and all disputes and com- 
plaints from any source. 


Here is the inside story about the labor strife that led 
up to the eruption in headlines and the new machinery 
to prevent a recurrence: 

For a long time, the carpenters union in New York 
City has tried to capture jurisdiction over erection of 
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Coliseum Labor 


booth framework with the claim that metal posts supplant 
wood which is unquestionably the domain of the carpen 
ter. The carpenters could never make the story stick. 
However, with the opening of the Coliseum and a new 
era, they were determined to force their claim—precedents 
of exposition common labor unions notwithstanding. 

The jurisdictional dispute broke out at the International 
Home Building Exposition which felt the brunt of the 
labor disputes and resultant notoriety. Small groups of 
carpenters walked off the job here and there throughout 
the four floors of the show (first to use all four foors of 
the Coliseum). A related dispute centered on how many 
carpenters should work with how many laborers in the 
erection of exhibits. 

As carpenters walked off the job sporadically, they were 
prevailed upon to return to work with the promise that 
the jurisdictional disputes would be resolved. The dis- 
pute was not unlike dozens that have cropped up at many 
spots throughout the country from time to time. 

While these sporadic walkouts were in progress, many 
unhappy exhibitors stood perplexed amid their packing 
cases. They worried about how they would get their 
exhibits ready in time. Fortunately, these walkouts were 
stopped quickly and no exhibitor was held up for many 
minutes. 

But that wasn’t all. The teamsters had an axe of their 
own to grind. ‘The Coliseum is completely unionized and 
the teamsters’ ruling was (and is) that trucks driven by 
non-union drivers could not be unloaded by union team 
sters. Uhus, when a truck arrived at the Coliseum with- 
out a union driver, it was waved away from the loading 
dock—it couldn’t be unloaded. 

It doesn’t take much imagination to picture the scene 
of frantic exhibitors fuming as their trucks parked blocks 
away with little hope of unloading exhibit material. Of 
course, a few fast-money teamsters had a ready solution... 
Pay us a fee and we, as union men, will drive your trucks 
into the Coliseum. What could exhibitors do but pay 
through the nose with a prospect of no exhibit? Some 
exhibitors paid as much as $20 to have a truck driven 
100 ft. 

Finally, the teamsters union was prevailed upon to cut 
out the graft by individual drivers and agreed to supply 
union drivers on the basis of a two-hour minimum. Thus, 
exhibitors whose trucks were non-union could unload with 
the added expense of about $9. , 

The teamsters’ position is that it is a legitimate union 
recruiting procedure to block non-union trucks whenever 
possible as a tool to force unionization of more truckers. 

Well, the trucking difficulties were solved, not com- 
pletely satisfactorily for exhibitors, but sufficiently to get 
exhibits moving. 

These problems are not unique. They occur at exposi- 
tion halls occasionally but are prevented usually by experi 
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2 REASONS WHY 
CONVENTION PLANNERS 
CHOOSE UNITED 


Your job is easier when you include United as 
part of your convention planning tool-kit. Dele- 
gates spend less time traveling, arrive rested, re- 
laxed; and have more time for convention busi- 
ness and meetings. What’s more, United offers 
both luxurious First Class or economical Air 
Coach with convenient schedules to 80 major cit- 
ies coast to coast and to Hawaii... it’s the con- 
vention route of the Nation! 


Mis. ti 


Pre- and post-convention tours featuring 
attractions all the way from New England to 
Hawaii. For example, United’s low-cost V.I.P. 
(Vacations Individually Planned) offers 7 full 
days at Waikiki with hotel and round trip trans- 
portation as low as $271.50, plus tax from Cali- 
fornia. Comparable low prices for California and 
the Golden West, Las Vegas, Rocky Mountains 
and New England. Get full details today. 


UNITED AIR LINES 


Write to: M. M. Mathews, Supt. of Convention Sales, 
United Air Lines, 5959 So. Cicero Ave., Chicago 38, Illinois. 


SM/JULY 6, 


1956 


INSIDE STORY ON N. Y. COLISEUM LABOR continued 


enced show managers and contractors who know how to 
anticipate these problems and what steps to take. 

While teamsters are adamant about non-union truckers, 
they are not unrealistic. They will yield when their union- 
ization principles are not violated. 


As an example, at the International Antiques 
Fair which followed the Home Show, they agreed 
to permit private cars and private station wagons 
to drive in to unload at the Coliseum. Most an- 
tiques brought into the show to be exhibited come 
in private cars of dealers. 


The teamsters’ position is that it is illogical to expect 
private cars to have union drivers, therefore they would 
not press for this requirement. ‘They want to organize 
truckers not interfere with private cars, and so agreed 
with show management to allow union men to handle 
exhibits brought in by private cars. 

What happened at the Home Show was that a news- 
paper reporter got wind of the labor disputes and went to 
investigate. Because of inept press relations (he could 
not reach spokesmen who should have been available to 
make explanations) the reporter composed a sensational 
story of labor running rampant at the Coliseum. 

Completely scooped, the rest of the newspapers and 
news outlets sent an army of reporters to get the story of 
labor trouble at the new Coliseum. They descended upon 
exhibitors, some of whom were perfectly willing to voice 
loud complaints about labor conditions. 


One exhibitor quickly sized up the publicity pos- 
sibilities of the situaton. He gave the reporters what 
they wanted to hear: He was cheated and gouged, 
he cried. Erection of his houses were costing three 
times what they should. He neglected, of course, 
to explain that he actually had not received a bill 
for erection and really didn’t know what the total 
charges were. He neglected, too, to mention that 
the erection was under the direct supervision of 
his plant personnel who received a dispensation 
from the local carpenters union to permit four 
plant people to work with local carpenters on the 
erection. Nor did he explain that rates for labor 
had been agreed upon in advance and that the 
company supervisor signed all work slips as okay. 


When confronted, béfore an assemblage of reporters, 
with the facts, he admitted that he did not know what 
the erection charges were. He admitted that $16,000 for 
erection of the two homes in three days would not be 
excessive, since they would cost $10,000 to erect on an 
open lot on straight time. His actual erection bill was 
about $11,000, and this represented overtime after seven 
hours and included a 24-hour schedule in New York City, 
a high-priced labor market. 

The reporters heard this, but not all of them reported 
it. ‘Those that did include the exchange in their stories 
did not give it the same play as the more spectacular 
aspects of the story: An exhibitor threatens to leave the 
show, to dismantle his houses. 

Actually, the exhibitor could not dismantle his exhibit. 
His contract with show management forbids removing 
an exhibit before the show closes. And, too, it would 
have been ridiculous to take out an exhibit after the big 
investment to put it in, especially when a high volume 
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of visitors was enjoyed at this show with resultant good 
business. 

Another exhibitor jumped on the publicity bandwagon 
to berate show management for the poor spot he had on 
the fourth floor. His charges were duly reported. 

With the multi-million-dollar investment at Columbus 
Circle, New York City had too much at stake to sit idly 
by. Mayor Wagner and his Department of Labor called 
for immediate settlement of all outstanding disputes. 


Organzed labor, on the other hand, had an equal 
stake in the outcome. Bad labor relations would 
hamper further gains. Too many jobs are 
wrapped up with the Coliseum to scuttle it as an 
exposition site. Something had to be done—and 
quickly. That something is what augurs well for 
labor peace throughout the exposition industry. 


A joint labor-management committee was formed for 
the Coliseum. It consists of six representatives of labor 
unions (there are about 14 involved at the Coliseum) 
selected by the president of Central Trades and Labor 
Council of Greater New York; six representatives from 
Coliseum management and employers, selected two each 
by Coliseum Exhibition Corp., Exposition Management 
Assn., and Exhibit Producers and Designers Assn. ; and 
two representatives of the public, selected one each by the 
New York Convention and Visitors Bureau, and De- 
partment of Labor of the City of New York. 

Function of this committee is to go into session imme- 
diately when a jurisdictional dispute arises or any claim 
or charge is made with reference to labor procedures o1 
rates. If this committee cannot resolve a dispute, the 
problem is turned over to the Central Trades and Labor 
Council. If this fails, it is referred higher up in labor 
councils but remains within the “house of labor.’ At no 
time can a work stoppage occur while disputes are being 
argued in committee. 


Does the machinery work? It already has. 


As the National Plastics Exposition (first and second 
floors) and Oil Heat Exposition (third floor) were being 
moved into the Coliseum, a jurisdictional dispute arose 
between two riggers unions. The new committee heard 
the case and rendered a decision. Work did not stop. 
Few people outside union circles were aware that a dis- 
pute had arisen. 

Show managers, exhibitors, contractors and hall man- 
agement now have immediate recourse on all labor prob- 
lems. The precedent has been set in the case of the riggers. 
Union members on the new committee now are committed 
to a policy, which they have implemented, of “work while 
disputes are ironed out” as they directed in the settlement 
of the rigger dispute. 


Shows following the Home Show have moved in 
and out smoothly. Both show managers and old 
hands in exhibiting declare that there has been no 
labor problem of any kind since the Home Show 
hassle. 


So, good did come out of the furor, and we expect that 
this labor-management machinery will supersede hit-or- 
miss procedures for solving labor problems at expositions 
everywhere. 


\ More and More Conventions Are Headed for 


&/ = 


BX LONG BEACH 9, Southern California 


es 


_.onvthe, shores of the bbuer Pact 


Top Hotels and Motels—Adjacent to Municipal Auditorium 


onvenient, comfortable rooms at sensible prices. 


Excellent Exhibit and Meeting Halls 


Ample booth space—nearly 100 meeting halls. 


Largest Auditorium in the West 


Especially designed to meet your needs. 


Convention and Trade Show Know-How 


Helpful experience gained from over 1000 shows. 


Fun—Around the Clock, Around the Year 


Night Clubs—Sports—Entertainment. 


Hundreds of Nearby Scenic and Recreational Advantay::: 


Disneyland—Marineland of the Pacific—Hollywood—Catalina—Knott's “erry 
Farm—Old Mexico—West's Finest Amusement Zone. 
Write now for more information 
C tion & Visitors Bureau 
“4 


A 


Municipal Auditorium 
LONG BEACH, CALIFORNIA 
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and I’d like to know... 


80 salesmen for drinks before dinner 


Solution to a familiar problem 


The problem is the old one of how much liquor 
to order for that next sales meeting . . . and 
how much of which. 

You know how it is when there’s too much 
scotch and not enough bourbon. Or a gin that 
makes funny-tasting Martinis. 

The solution, sir, is close at hand. As close, 


in fact, as your telephone. Here’s all you 
have to do: 

Look under “‘Hiram Walker” in your tele- 
phone directory. Find the Hiram Walker 
District Office. Dial that number. Speak to 
the top man in the District Office and turn 
your problem over to him. He knows the local 
hotel managers and maitre de’s, knows from 
experience how much liquor will be required 
and what kinds. And he’ll be happy to take 
this particular problem off your hands. 


Hum Wilber ASows Sue. 


PEORIA, ILLINOIS 


Canadian Club « Blended Canadian Whisky « 6 years old + 90.4 proof « Imported in bottle from Canada by Hiram Walker Importers Inc., Detroit, Mich.— Imperia| 
Hiram Walker’s Blended Whiskey + 86 proof » 70% grain neutral spirits—Walker’s DeLuxe « Straight Bourbon Whiskey +7 years old » 90.4 proof—Hiram Walker's 
Distilled London Dry Gin « Distilled from 100% American grain « 90 proof—Creme de Menthe « 60 proof « Hiram Walker & Sons Inc., Peoria, Illinois. 
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EXHIBIT PARADE 


Convention Exhibits ¢ Commercial Interiors ¢ Merchandising Displays ¢ Sales Presentations ¢ Models © Dioramas 


...it’s AMAZING the difference FIBERGLAS makes 
—and how highly technical engineering data and 
normally dull installation instructions were trans- 
formed into this inviting, easy-to-read, quickly under- 
stood and convincing exhibit. Used by Owens-Corning 
Fiberglas Corp. at trade shows and sales meetings. 


~ ven SaRvOr® 


“Hospitality Terrace” is the name of this smart dining 
place where Standard Brands Inc. serves Chase & 
Sanborn Coffee and Danish pastry at trade shows to 
thousands of restaurant, hotel and bakery customers 
and prospects. Main structure is 10’ 6” high, but 
exhibit is built so portions of front can be used in 
shows having 8’ background height limitations. An 
example of planned multi-use possibilities. 
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This is an Exhibit? Well, it’s really a Camera Shop 
that’s one of the best retail outlets for cameras and 
film in the country. Adjoining it is an historical exhibit 
and a life size replica of an old-time 1890 photog- 
rapher’s shop, operated by EASTMAN KODAK CO. 
Both were designed, built and installed by us in 
Disneyland at Anaheim, Calif. 


PROBLEM: How to display over 2500 cutlery and 
kitchenware products, ranging in quality from 10¢ 
store items to imported cutlery sets, in a space 19’ x 
70’. The EKCO PRODUCTS CO. showroom shown 
above is our solution. Good design created a quality 
setting for all lines. A novel feature is row of panels 
at left—revolving manually, they carry merchandise 
on both faces, provide double display drea. 


Seneral exhibits and displays ine. 


2100 N. RACINE AVE. + CHICAGO 14, ILL. - PHONE: EASTGATE 7-0100 


SM/JULY 6, 1956 


€xcelio 


is GOING PLACES 


er 


OUT OF A TRUNK, labeled with meeting theme, comes UNDER THE TABLE goes 
® blow-ups of full-color ads scheduled for Excello shirts. ® Collins, both of Holiday. 
Model's harem costume suggests travel. Trunk is rigged with 


roll-up window shades on which are lettered media and dates. 


William Brown in a skit with James 
Depiciting two sales clerks in a store, 
Holiday representatives explain their advertising medium to Excello 


salesmen via humorous lines punctuated with magazine's readership data. 


3 KETCHUP SPLATTERED “COMPETITION” is carried on 4 PROMOTIONAL MATERIAL UNROLLS as Al Braun, agency 
® stage by models, used throughout meeting as stage hands ® account executive, explains what salesmen will be able to offer 
and "decoration". 'Competition" is felled by blank-bullet shots their customers to tie in with national ad campaign. Girls wear costumes 


fired to punctuate each segment of announced ad campaign. that tie in with individual ad themes. Background music ties in, too. 


Publications Help with the Dramatics 


Separate dramatized presentations are created for ad = !nc., developed two meetings in one. 
‘Each section of the four-day con- 


campaigns to develop maximum impact on salesmen for clave was considered as a separate 
the two lines they sell. Publications provide ideas and = “ntitY—@s though two different com- 


: panies were involved,” explains John 
personnel to help agency and company produce meetings. Kk. Northway, advertising manager, 
Jason and Excello lines. “Unless we 

kept them distinctly different in our 

planning, impact of one might over 

Two good meetings are better than of impact for each is important. To shadow the other presentation. Our 
one especially when two separate present two lines—Jayson shirts and salesmen sell both lines to retailers 
lines must be covered and retention Excello shirts—F. Jacobson & Sons, and must have enthusiasm for both.” 
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4 PLENTY OF REHEARSALS were involved to produce two separate 
® meetings. John K. Northway ad manager for shirt company, discusses 
sequence change with Arnold Reisinger of agency while Al Braun makes 


last-minute script changes night before meeting. Show was given fast pace. 


7 IN ISOLATION BOOTH, John Tiernan, New York Times Magazine 
® waits for drawing of 3,500,000-reader question. Adaptation of 
$64,000 Question points out how many readers will see Jason shirt ads. 


Skit allows for painless dissemination of readership figures and markets. 


Important to Jayson and Excello advertising schedule 


salesmen is the ad ertising chat bac ks 
their products and the promotion ma 
terial they an otter to their custon sales meeting. 


ers. “We take the position,” says 
Allen E. aun, account executive, 
Alfred J. Silberstein, Bert Gold t 
tising agency for Jayson and Excello stories. 
that publications themselves can 
present their own values best, 
hey have a big part in our sales Is Going Places.” 
meetings.” 

Every publication on the company’s 
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participate in the planning 
ing of the presentations at 
Depending 
much space they carry for -Jayson and the trunk revealed the publication 
Excello shirts, publication representa- 
ives may offer from two-minute music was connected with. the 
smith, Inc., New York City, adve1 talk to complete skit 


travel, blowups of full-color adver- 
tisements scheduled for Excello shirts Best Friend,” rolled up the window 


6 FLANNEL BOARD is used by Briscoe D. Ransom 
© merchandising manager, Time. Each item of clothing 
was put on male figure one at a time to indicate buying 
buyer of readers. Professional model portrays Mrs. Time. 


MINK PRIZES for national contest are modeled for 
® salesmen at second of two separate meetings—one for 
Excello shirts, the other for Jayson shirts. Salesmen sell both 


shirt lines and separate meetings give impact for both lines. 


were taken froma large trunk | 
costumed model to tie in with the 
theme. As the model removed 


blowup, a drawn window shade 


; annual 
on how 


scheduled to run the ad. Backgro 


tell thei theme, too. 


“Song of India” was played while 


Theme for first advertising session a model in harem costume unveiled 
and so the four-day meeting was “Excello the first ad. After she placed the 


dramatize blowup on a table, a second girl, to 


the music of “Diamonds Are a Girl’s 
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shade and took out the second ad 
blowup. Upon removing this ad, a 
second window shade indicated where 
and when this was scheduled. She 
wore a sleek black dress adorned by 
diamonds. 

Other models in costume repeated 
the procedure until all ads were 
drawn from the trunk. 

Preceded by a recording of ‘East 
Side West Side,” Robert Ogden, east- 
ern advertising manager, from The 
New Yorker, 
tions game to develop the importance 
of the magazine’s circulation for 
Excello shirts. He distributed lists of 
2\) questions to salesmen in the audi- 
ence who checked true or false and 


used a “lwenty-Ques- 


multiple choice to such questions as 
“What percentage of The Neu 
Yorker subscribers have incomes in 
excess of $7,000 a vear? (2007, 50%, 
0%)” and “Less than 20% of The 
New Yorker's circulation is in New 
York City? ue or false).”’ 
Salesmen 


s and Ogden gave prizes for the 


corrected their own quiz 

answers. 
: ' 

. Ransom, merchandising 

Time used a magnetic 

explain his market He 

began with a figure of a man wearing 

“Sa 


shorwrs 


He then added pieces ot ap 
p irel on the n agnetic board as he told 
the readership story until he had the 
man fully clothed. Emphasis was put 
on the fact that the Time reader owns 
1 shirts, far above the national aver- 


Unified Presentation 


lo make a unified and interrelated 
Northway and 
with magazine representatives to 


presentation, Sraun 


me 


develop program ideas months in ad 


COVER GIRL, Cathleen Wallace, comes to life for Life 
® to fortify readership data given by Merriwether Cowgill 


(in booth) at Jayson shirt session on new advertising campaign. 
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vance. Purpose was to create a means 
of presenting statistical data on read- 
ership in an interesting and painless 
manner; Objective was to relate ad- 
vertising impact to requirements of 
salesmen and their customers. 
Overall direction of the advertising 
presentations was handled by Al 
Braun of the advertising agency. His 
job entailed whipping final scripts 
into shape, hiring three models, as- 
sembling props and acting as master 
of ceremonies for the presentations. 


Supply Material 


Publications were happy to send 
material 
for the meeting for three reasons: 

1. It provided an opportunity to 
offer a special service to a loyal ad- 
vertiser. (Jayson and Excello lines 
have been advertised consistently in 


representatives and supply 


the same publications for many years. ) 

2. It offered a chance to sit in on 
the presentations of other publica- 
tions. 

3. It created an opportunity to im- 
press top brass of the company (chair- 
man of the board, president) whom 
they never get to see but who can 
exercise a veto against any publica- 
tion on the schedule. 

Aside from three professional mod 
els, all participants on the programs 
were company, publication or agency 
Keith Woodeson, as nar- 
rator, with William Brown and 
James Collins, all of Holiday, put on 
a skit with the help of Peg Grady, 
Woodeson’s secretary. With a light, 
Holiday's market 


and readership were dramatized via a 


personnel. 


humorous touch, 
dialogue between sales clerks in a de- 
partment store. 

In the script of the Holiday skit, as 


10. 


Good Housekeeping staffers created lyrics and put on sprightly skit. 


in all presentations, a Jayson-Excello 
salesman was named and advertising 
impact in his territory was mentioned 
in numbers. By the time all presen- 
tations were made, every salesman in 
the audience heard his name and facts 
about advertising in his territory 
mentioned at least once. 

“This relating of information to 
individuals in the audience,” says 
Braun, “keeps them alert and makes 
the advertising program more mean- 
ingful.”’ 

After the publications that run 
full-color advertisements for Excello 
shirts completed their presentations, 
publications that carry  black-and- 
white ads on Excello had their turn. 

“Representatives of these publica- 
tions never had the opportunity to 
address an Excello sales meeting,” 
Northway points out, “although Ex- 
cello ads in their books have run for 
as long as 15 years.”’ Each publication 
was given two minutes to get across 
one single point about its value to the 
company sales effort. 


Oversized Wallet 


Arturo Gonzalez, representative of 
illustrated his talk with an 
oversized wallet, complete with credit 
cards, club cards, dividend checks, 
bank statements and other documents 
carried by a typical reader. ‘This 
demonstrated the quality of the For 
tune audience. 

Thomas H. Steinfeld, vice-presi 
dent, Playbill, told some interesting 
about the 
stressed values of reaching the highly 
esthetic audience that includes leaders 
in their communities. He pointed out 
the plus values of buyers who come 

(Continued on page 104) 


Fortune , 


anecdotes theater and 


SHIRTS & SKIRTS" is original lyric sung lustily to emphasize 


value of mink contest for women to stimulate men's shirt sales. 
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How to Use Liquor 
Profitably at Meetings 


Have an objective in mind when you plan a cocktail party 


or hospitality suite. There are guideposts to planning to 
get the most from your function and to estimate costs. 


Good food and drink are symboli 
of genial hospitality. Modern-day 
meeting planners serve liquor to es- 
tablish a feeling of good fellowship 
and human warmth. With advance 
planning and a little extra care in 
serving your drinks, you can establish 
yourself, in good taste, as a cordial 
host at your next meeting or conven 
tion. 

For a few dollars investment you 
can reap a harvest of good fellowship. 
Traveling VIPs will long remember 
the considerate host who places a bot- 
tle of liquor in their hotel rooms be- 
fore their arrival. Some liquor com- 
panies will even supply you with spe 
cial bottle labels imprinted with your 
guests’ names. 

Another affluent, yet relatively in- 
expensive gesture is to serve wine at 
dinner. Wine can dress up your meal 
and turn it into a festive banquet at a 
very small extra cost. 

Of course, if you get very elaborate 
and try serving a different wine with 
every course, your bill will be much 
higher. Unless your guests are sea- 
soned gourmets, however, you can 


leave them just as pleased and im 
pressed with one or two wines. Liq- 
ueur, served-with the coffee, will top 
off any meal, yet costs about the same 
as good scotch or bourbon. 

‘There is more to a function than 
mere serving of wines and _ spirits. 
Physical surroundings make an im- 
portant difference toward reaching 
your goal — and every cocktail party 
or hospitality suite should have one. 

Your room should be selected with 
care. For intimacy and friendly at- 
mosphere, your room should not be 
too large. If your function is to com- 
bine business discussions along with a 
relaxed atmosphere, you should have 
a little more room than needed for 
social amenities alone. 

Where shop talk is part and parcel 
of the gathering, music, if used at all, 
should be subdued. There is nothing 
more disturbing than to have to shout 
above blaring when you 
want to discuss anything with the 


melodies 


man beside you. 

As an added expense to your in- 
vestment, but an important one, have 
an extra waiter or two to pass among 
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guests with hors d’oeuvres, to offer 
drinks and to collect empty glasses. 
his added service adds much to the 
feeling of elegance you want your 
function to impart. 

One man should be in charge of 
your function to act as host. His job 
is to circulate and make sure new- 
comers are introduced to one or more 


guests so that he does not spend his 


time gazing around the room for- 
lornly looking for a familiar face. 
Ihe host should be sure to introduce 
a guest to the salesman in his terri- 
tory and to at least one man from top 
management as a gesture toward mak- 
ing the guest feel important and 
wanted. 

Either the host, or in a large gath- 
ering a second man, should be in 
charge of the liquor ‘Service. His job 
is to see that the bar never runs out 


/ 


NEWLY-ARRIVED GUEST should be introduced to someone immediately. 


fense to other guests, if not to the 
VIPs. 

Decide in advance how you should 
like to handle VIPs and let everyone 
in the company knew the procedure. 


ELIMINATE OR SUBDUE MUSIC if conversations are important to you. 


of popular drinks and reorders before 
anything runs dry. In addition he 
should circulate among guests to make 
sure everyone is being served with 
what he likes. 

One pitfall to avoid is the host at 
the door who shakes the guest’s hand 
with profuse greetings and waves the 
newly-arrived over to the bar. No 
ye should be left alone to fend for 
himself, but should be introduced to 
someone immediately. 

Convention badges should, if pot- 
sible, be worn during hospitality and 
cocktail functions. It assists in the 
development of a friendly interchange 

goal of your function. Host com- 
pany personnel should be identified 
easily with special badges. 

In almost every hospitality suite 
important 
whom you want to have special at- 
tention. Object is to give them spe- 
cial attention without the appearance 


there are several guests 
of officiousness or pomposity—an of- 
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The man at the door should be 
alerted whom to expect that is to 
receive deferential treatment so that 
he may make the right introductions 
in line with original plans. Your aim 
should be to offer special treatment 
without its appearing obvious. 
Recent 


Survey reports SOG ot 


meeting planners buy and serve liquor 
at their meetings and conventions. 
Only 53% of these specify brand 
when ordering. How foolish for the 
rest! 

If you’re going to serve liquor, put 
it to work for you. Buy the best 
brands and display them prominently 
on the bar. Your guests may not 
know the difference in taste between 
good scotch and bad scotch but they 
all can read labels. Few dollars you 
save by serving bargain whiskies 01 
little-known brands will be lost many 
times over if that prospective client 
goes away with an 
“cheap whiskey.” 

When ordering drinks for your 


impression of 


meeting consider your guests just as 
carefully as you would for a get- 
Decide 
what kind of drinkers they are - 

heavy or light. You can figure rough- 
ly on about two-and-a-half drinks per 
person for the average group. How 
ever, if you know your guests are 
friendly extroverts, you’d better plan 
on three drinks per person. On the 
other hand, you may not need as 
much liquor for quiet, sedate drink- 
sippers. 


together in your own home. 


Consider the localities groups come 
‘Texans and Westerners like 
bourbon while rye and scotch are 
favorites in the East. Don’t forget 
martinis and manhattans, ever popu- 
lar with social drinkers. 


trom. 


DISPLAY GOOD BRANDS. Guest may not taste the difference but he can read. 


It’s a good idea to have some pre- 
mium beer on hand for guests who 
prefer it although demand probably 
will be small. Most hotels have it. 
Be sure you have enough ice to keep 
the beer cold. Nothing raises the ire 
of a beer drinker more than a warm 
drink. 

Become familiar with the various 
types of liquor service offered by 
hotels. You can then choose the serv- 
ice best suited to your needs and 
pocketbook. ‘Types of service avail- 
able differ from hotel to hotel but a 
few are standard. 


An “open bar” is provided by the 


Novel identifi 


Inexpensive and 


Print them on 


cation Badges 
Easy to Use, 


host. It’s usually a portable bar set 
up in an adjoining room an hour or 
so before a meeting or function. Be- 
cause it’s portable, bar is usually 
limited to manhattans, martinis, rye, 
bourbon and scotch. Host picks up 
the tab an itemized bar check to 
show how many of each drink has 
been consumed. Hotel provides the 
bartender. ‘Term “host pay by drink” 
is another way of describing the same 
service. 

Open bar is a simple way of pro- 
viding drinks for your guests. You 
don’t have to worry about any of the 
details. It’s the same as standing 


Too! 


CONVENTION 


4, 


BADGE (/ (e) 4 


Here’s the newest thing in unusual identification badges for 


your sales meetings and conventions. It's FASSON Convention 


Badge Stock. All you do is peel off the protective backing and 


press the badge on your lapel... 


no bothersome pins, snaps or 


expensive holders required. The unique adhesive adheres to any 


kind of cloth but comes off easily without harming clothing. 


Mail Coupon Today. Nothing to lose, much to gain! 


FASSON 


FASSON DIVISION OF AVERY PAPER COMPANY 


268 Chester Street, Painesville, Ohio 


treat for your guests at the public 
bar, except you are in your own pri- 
vate room. 

Of course, you have no way of 
knowing in advance just how much 
the party is going to cost. 


Cash Bar 


“Cash bars” with consumers buy- 
ing and paying for their own drinks 
are popular at conventions. Bartend 
ers are never paid directly. Instead, 
cashiers (sometimes head bartender), 
stationed at the end of the bar sell 
tickets of different denominations 
which are cashed in for drinks. 

Guests have the advantages of a 
private bar but must put up with the 
inconvenience of buying and cashing 
tickets for their drinks. 

“Chits” are a variation of the 
ticket used at the cash bar. Hotel sets 
an average price for all drinks. Or: 
ganization then sells chits to its mem 
bers to be used for drinks. Hotel bills 
the organization for number of chits 
collected at the bar. 

Some companies use the chits 
control costs and the number 
drinks each person consumes. 
works out especially well at sales 
meetings where you don’t want any 
one to drink too much before a bus 
At private parties chits 
discourage the gate crashers and 


ness session. 


you fair idea of what the party 
cost. 

Aside from inconvenience of cash 
ing chits, there is also problem of how 
to avoid having your guests feel they 
are being “rationed.” If you use 
chits be sure everyone understands 


why you think they’re necessary 


By the Bottle 


Some hotels permit hosts scheduling 
a party to “pay by the bottle.” As 
the term suggests, host pays for each 
bottle of liquor, wine or beer ordered. 
In some hotels flat bottle rate includes 
waiters, bartendérs and service. In 
other hotels it covers only the cost of 
the liquor, with service extra. Check 
in advance to see just what th 
| 


+ 


> rate 
Martinis and manhattans 
usually are sold by the gallon. When 


buying whiskey, it’s safe to plan on 


covers, 


CT Send me more information about FASSON two bottles of soda for each bottle of 
Convention Badge Stock : 
i ql OT. 


PRODUCTS 


Opinions on worth of “pay by th 
bottle” 1 


service are divided. Some 
hotels will not permit it. “Either the 


FASSOri 
DIVISION OF AVERY PAPER COMPANY 
es diguuameaaly host or the hotel 1S bound to ge 


Detroit ” 
New York 2 9 j “yf aa as hurt,” says Michael J. Duffy, cater- 
>velanc k f e 
ee — Ing manage! Hollywood Bea h Ho 
tel, Hollywood, Fla. At other hotels 


ompany 


Philadelphia City {Te SOS ame SHS 
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it is the only type of liquor service 
available. 

By serving full bottles ‘of liquor 

h guests may, sample freely, you 

‘a warmer, more homey atmos- 

Guests don’t have to bother 
checks or chits. 

the other hand, if you buy by 

» bottle, you are responsible for the 

once it is delivered to you. It 

up to you to see that every 

is served to yout 

with no liquor ‘disappear 

d iring the party. Then too, In 

nany hotels opened bottles are not 

returnable for credit and you may 


ick with half-empty bottles. 
By the Hour 


If your budget must be established 
in advance, cocktail party on a per 
person basis may be right for you, 


I lat rate 


an hourly 


is charged for each guest on 
basis. 


Hotel supplies un- 


limited drinks and hors d'oeuvres. 


Rate usually includes tax and the 
standard 15% tip. 
Host can set up his 
vance, without worrying about extras 
which might crop up later. He is re 
lieved of the responsibility of watch 
ing the liquor and he doesn’t have to 
about 
and hors d’oeuvres for his guests. 
You should however, 
that under this plan you will be pay- 


ing for all the nondrinkers or hors 


worry) having enough liquor 


remember, 


d'oeuvres haters. 

Corkage is a term which can raise 
both hotelmen and 
meeting planners. 
Corkage is literally a “tax” hotels 
levy on bottles of liquor brought in 
Object is to dis 
courage the practice. 

Corkage 


glasses and ice 


temperatures of 


convention and 


from the outside. 


price sometimes covers 
the hotel provides. In 
many hotels it is just a flat rate with 
the host paying extra for service. 


You probably 


good case for both sides. 


could make out a 
Hotelmen 
are in the business of supplying serv 
ice and selling liquor is part of that 
service. “It is no more logical to per- 
mit a guest to bring a case of liquor 
into the hotel than it would be to per 
mit him to walk through the door 
with a box lunch or a turkey under 
says Jack ©. Slone, direc- 
Hotel Fontainbleau, 
Slone predicts in the 


his arm,” 
tor ot sales, 
Miami Beach. 
near future no major hotel will per- 
mit guests to furnish their own 
liquor. 
\eeting 
hand, argue they have paid for the 
function room and service and see no 
reason why they should be taxed for 
buying their liquor wherever they can 


planners, on the other 


SM/JULY 6, 1956 


get it cheapest. Hotels, they claim 
charge far too much for their liquor. 

Some few hotels have attacked the 
problem by making 
prices competitive with local liquor 


corkage liquor 
and state stores. 

Courts recently upheld the right of 
a major Atlantic City hotel to charge 
whatever corkage they wished or to 
forbid outside liquor entirely. With 
behind more 
hotels are expected to ban 


court decision them, 
private 
liquor. 

Investigate hotel’s policy on cork- 
age before you try to buy your own 


liquor. Corkage might up your price 


to the point where it wouldn't be a 
saving at all. Or, hotel might be one 
which bans private liquor. 

When ordering liquor, don’t for 
get the non-drinkers. Don’t have them 
wandering around the party without 
a drink of some kind. ‘Tomato juice 
or soft drinks are popular substitutes. 

“Give something to 
nibble on along with the drinks, ad 
Kurt Clemm, maitre d’hotel, 
Sheraton Plaza, Boston. “Hors 
d’ceuvres guard against overstimula 
tion,” he explains. 

Most hotels sell hors d'oeuvres and 
canapes by the platter. 1 


your 


guests 


\ ises 


Prices and 


Y ional Your. 


for CREATING AND PRODUCING 
COMPLETE SALES MEETINGS 
AND CONVENTIONS 


( 


WILDING 


CHICAGO 
1345 Argyle 
LOngbeach |-8410 


NEW YORK 


385 Madison 
Plaza 9-0854 


PITTSBURGH 


3 Gateway Center 
GRant |-6240 


CLEVELAND 


1010 Euclid 
TOwer 1-6440 


stemming from 30 years’ experience 


The maze of details involved in 
planning and executing sales meetings and conventions 
call for skilled hands. That’s where we come in. When 
Wilding joins your team, experienced consultants work 
closely with you to create and produce sales meetings 
and conventions that get the results you want. Our 
national organization gives you immediate access to 


the most experienced personnel and the finest conven- 


tion equipment available. This professional approach 


make 


will 


your sales meetings and conventions sparkle. 


for professional assistance you can count on call 


PICTURE PRODUCTIONS, INC. 


DETROIT 


4925 Cadieux 
TUxedo 2-3740 


LOS ANGELES 
5981 Venice 
WeEbster 8-0183 


CINCINNATI 
617 Vine 
GArfield |-0477 


ST. LOUIS 


3940 Lindell 
JEfferson 5-7422 


number per platter vary with hotels. 


NOW SELLING THE TvB STORY IN 5 CITIES! Check to be sure you have enough. 


-.+ the new WIDE SCREEN 


’ 

CELLORAMA. ircied eriesion gp wit 
process by Cellomatic. Some hotels will supply your group 
with hors d’oeuvres on a per person 
GIVE YOUR MEETING basis. Prices range from $1.50 to 
WORE SEL AMD on a, with hotel — 
unlimited hors d’oeuvres — usually 
SCREEN SIZES NSUAL IMPACT! hot. Savings would depend on how 
UP TO much your group likes hors d’oeuvres. 
40 FEET! IN CHICAGO: Pretzels, potato chips and other 
Audience 1000. niblets are usually sold by the can — 
which run about five pounds each. 
IN NEW YORK: Some should be available for those 
Audience 1500. who dislike hors d’oeuvres or canapes. 
If you are on a tight budget it 
Scheduled for would be wise to skip salty hors 


DETROIT: d’oeuvres, peanuts and potato chips. 
They can make your guests awfully 

SAN FRANCISCO: J). re 

LOS ANGELES: 


CELLOMATIC IS THE ONLY NEW DEVELOPMENT 

in animated visual presentation since the motion 
picture. For sales meetings, training classes, 
television . . . wherever pictures tell the story... 
Cellomatic or Cellorama can give you images from 

11 x 14 inches to 40 feet in size! rt oof TREYZ relishes such as olives or radishes 
Write today for “The Cellomatic Story”, without Television Bureau served before or between dinner 
obligation. of Advertising, Inc. courses. They have evolved into al- 


st hing that can be stuck on ; 
CELLOMATIC CORPORATION titccco'‘sr't Supenec t's super 19008 Stach ow Nistlinn, seichincies,, tod 


even miniature pizza pies. 


“Cellomatic tells The Difference 


our sales story 
with remarkable 
visual impact.” 


Difference between hors d'oeuvres 
and canapes is sometimes confusing. 
Hors d’oeuvres, strictly speaking, are 


Canapes are thin pieces of bread, 
toast or crackers covered with a 
spread or topped with cheese, caviar, 
anchovies and other foods. Only dif- 


o - 
oreatl 0 wo eT ference between canapes and_ hors 
; | d'oeuvres in some cases is whether 
OV ae a hold the food. 
a ae 7 Take care in scheduling your affair 
/ & to be sure it doesn’t conflict with 
pc 0) | ‘ - other parties or receptions. If you're 


planning a hospitality suite at a con- 


I Il Al vention clear your hours with the 
F & association secretary. 


you use a toothpick or a cracker to 


Ideal for small Dealer & Distributor Meetings, Short Before Dinner 


* Sales Training Sessions, Advertising Presenta- ‘ , , 
versatile ; tions, Supls or Supervisory Meetings or as Cocktail parties should be short if 


an exhibit at a Trade Show. they precede dinner or follow a long 
afternoon session. (Guests will be 


All essential features—pegboard, flannel board . 

' a ae "Pes ° re ¢ | ner Z 4 yrobdadlv 
compact screen, lights—are built in. No extras to carry tired ree hungry ind will probably 

er assemble. appreciate your hospitality more after 

4 ‘la they have rested and eaten. 
portable Can be carried in a car, train or plane and ‘ Value of drinks before a business 

easily assembled by one man. . . al . — 
session is questionable. Liquor is in- 
This focal point of your presentation which clined to be relaxing. If you have 
eliminates competition from distracting back- important business to discuss, you'll 


* grounds is available in single units at $175.00 = arian see Nisei Tas = 
economical and in multiple unite (two or more) at $150.00 want your men wide awake and alert 


each. (Price F.0.B. Chicago) Specially made and not too relaxed. Might be wise 
carrying case $24.95. to save the party until after the meet- 


ing. 

Diplomacy is a must for the host. 
Problem drinkers, party crashers, and 
guests who won’t leave should be han- 
dled as tactfully as possible. 


THEATRE FOR INDUSTRY 


RA MOSHER ASSOCIATES, INC 
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If you are running a_ hospitality 
Suite, station your politest, most diplo- 
matic executive at the door to check 
invitations and greet the guests. If 
guest list is limited be sure you don’t 
offend anyone who tries to come in. 
He might be an important prospec- 
tive customer! 


Important Man at Door 


Man at the door should be a fairly 
important executive. He makes your 
guests feel more important and he is 
less likely to make a_ diplomatic 
blunder. 

Chasing out the hangers-on can be 
a ticklish problem. Hollywood Beach 
Hotel solves it by dimming the lights 
about five minutes before the party is 
to end. Bar stations begin to slowly 
dismantle. At the exact moment party 
is to end, bar personnel and stock are 
entirely removed from the room. 


Problem Drinker 


Handling the problem drinker calls 
for the utmost tact. Neal Lang, gen- 
eral manager, Edgewater Beach Ho- 
tel, Chicago, claims Ralph Hitz, for- 
merly of the New Yorker Hotel, 
used a midget to pacify his problem 
drinkers. Midget, dressed as a police- 
man and carrying a night stick and 
whistle, “arrested” all belligerent 
drinkers. Guests were given a sum- 
mons inviting them to come back an- 
other time when they felt better. 
Lang claims he never saw the trick 
fail. Guests left in good humor. 

If a guest gets out of hand — and 
you don’t have a midget handy — try 
having his immediate superior speak 
to him or flag him. If that’s not pos- 
sible, have an executive of similar 
rank talk to him. You certainly 
wouldn’t have a young salesman call 
down the executive vice-president of 
another company. 


Consult Colleagues 


Some hotelmen advocate having the 
bartender water down the rowdy 
guest’s drink. This can sometimes 
create more problems than it solves, 
however. Noisy guest is liable to get 
a lot noisier if he discovers his drinks 
are getting weaker. If possible, con- 
sult one of his colleagues first. 

Important thing to remember is 
you are the host! Just supplying liq- 
uor is not enough. Everyone who 
attends your function should be 
treated as gracefully and as tactfully 
as if he were a guest in your own 
home. 

The End 
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for your next convention 


olin: 

Give your group a change of scenery 
and a fresh approach to business. Dis- 
tance lends enchantment to everyday 
problems and projects . . . and the com- 
bination of business and pleasure travel 
in a foreign country assures the success 
of your meeting. 


consider 


With eight great, truly modern hotels in 
Latin America, INTERCONTINENTAL 
HOTELS CORPORATION offers the 
finest of facilities for conventions, in- 
centive groups, executive and sales 
meetings and our hotel accommoda- 
tions are second to none. 

For the full IHC Convention story 

please phone or write Sales and 

Convention offices: 


INTERCONTINENTAL HOTELS 
Chrysler Building, New York 17, N. Y. * STillwell 6-5858 
Miami Office: Roper Building, Miami, Florida * Miami 9-7612 


* 
Santiago, Chile 
HOTEL CARRERA 
Maracaibo, Venezuela 
HOTEL DEL LAGO 
Hotel Carrera Belém, Para, Brasil 
HOTEL GRANDE 


Havana, Cuba 
HOTEL NACIONAL de CUBA 


Mexico City, Mexico 
HOTEL REFORMA 
Caracas, Venezuela 
HOTEL TAMANACO 
Bogota, Colombia 
HOTEL TEQUENDAMA 
Montevideo, Uruguay 
HOTEL VICTORIA PLAZA 


* 


Now Under Construction: 
Curacao, N. W. 1. 
EL CURACAO 
El Salvador 
EL SALVADOR 
Sao Paylo, Brasil 
HOTEL COPAN 


Hotel Nacional de Cuba 


Hotel Victosia Plaza 


“GROUND RULES" are outlined for executives at typical creative thinking session. 


What's This Business of Brainstorming 
And Creative Thinking All About ? 


Stimulation or stifling of creative imagination 
is in the hands of top management. 


There are devices to help you think creatively. 
You should know the things that block your own 


creativity. 


Group-thinking sessions produce four to 10 
times as many ideas as individuals who work 


BY B. B. GOLDNER, Ph.D. 
Director, School of Creative Thinking, La Salle College 


Creative thinking is becoming more 
important in every day. 


Management is discovering that every- 


industry 


down to the 
janitor—has latent 


one in the organization 
lowest creative 
ability. Basic problem, today, is how 
do we tap that creative ability. 

‘To unearth latent creative talents, 
to develop creative thinking at all 
levels of management and supervision, 
as well as lower echelons, there are 
certain prerequisites. We have found 
that these are the necessary elements 
to stimulate creative thinking: 


1. ‘lop management must be sold 
on the idea that creative thinking is 
good that something worth-while, 
tangible and profitable will 
from it. 


come 


2. When we get involved in cre- 


32 


ative thinking, we have to follow cer- 
tain “rules of the game.” 

You don’t play chess with checker 
rules; you don’t play tennis with golf 
rules. For creative thinking there are 
basic rules which have evolved, some 
of which are difficult to follow. 
These are the rules for a creative- 
thinking session: . 

1. Flow of ideas: Our basic ob- 
jective is to stimulate a flow of ideas 

—sometimes called constructive ide- 
ation—or simply provide the proper 
“atmosphere” for creative and imagi- 
native thinking. Our job is to keep 
ideas coming. ‘The first one may not 
be too good, the second one only in- 
different, the third not much better. 
But, if they keep flowing, the 19th 
idea may be the very one for which 
we are looking. 


2. Quantity vs. quality: The more 
alternatives we think up as solutions 
to a problem, the more likely we shall 
arrive at a satisfactory solution. 

In our entire business life—and 
probably in our social and private 
lives—we have been concentrating on 
the idea of quality. 
thing unless it’s really good.” 


“Don’t do any- 
“Don't 
do it unless it has been refined.” 
“Keep both feet firmly on the 
ground.” (Did you ever try to walk 
with both feet on the ground ?) 

Our problem, if we are going to 
make progress, is to get more ideas, 
more alternatives, more satisfactory 
solutions (with accent on the “s’’) 
because from this quantity, rather 
than. quality, some good ideas will 
develop. 

If we come up with just one good, 
refined idea—at least we believe it’s 
good—we may find later that the idea 
is unworkable. If it’s unworkable, 
we have to start all over again. How- 
ever, if we start out with 43 ideas 
and then can refine them down to 
five or three, it is likely that we shall 
end up with at least three good, work- 
able ideas. 

3. Groups produce more: More 
and better ideas come out of a group 
than can be developed by individuals 
working alone. Group “freewheel- 
ing’ or brainstorming develops an 
amazing flood of workable ideas. 

Recently I directed a creative- 
thinking conference for Curtis Pub- 
lishing Co. at The Greenbrier, White 
Sulphur Springs, W. Va., where we 
concentrated on producing more and 
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REYES Meat 


INFORMATION CENTER 


HOW TO ATTRACT PROSPECTS 
... BY THE MILLION! 
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lvel display for IBM at the 


Investment Information Center 


lvel display for Allied Chemical at 
the Investment Information Center 


IVEL CORPORATION CORONA, 
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The first requisite is that rare locale, like the main con- 
course of Grand Central Terminal, where Merrill Lynch, 
Pierce, Fenner & Beane established their new Investment In- 
formation Center. 

The next requisite is exciting design . and carefully 
calculated utilization of space and facade to attract the eye, 
engage the ear, and arouse the interest of busy travellers and 
commuters, 


Here the visitor quickly learns how he can own a part of 
America. The display which surrounds him makes provision 
for greeting him at a service counter, offers quiet analysis of 
his needs in a conference area, and provides a flexible room- 
size format utilized by cooperating blue chip corporations for 


changing displays on products, processes, and development. 


Design, construction, modification of the station area, and 
installation of the Investment Information Center was an in- 
tegrated project for the Exhibit and Interior Showroom de- 
partment of Ivel. In addition, Ivel, in competition, was selected 
by International Business Machines and by Allied Chemical 
Company to handle their crowd-gathering exhibits and changes 
over a 4 months run. 


Every day over 20,000 people stop and study the quotation 
boards, check lists, and Ivel-mounted products in the outside 
cases. Over 6,000 people per day enter the center. 

With a proved interior traffie of 2,000,000 per year, this ex- 
hibit, certainly, is one of the most effective ever produced. 
May we put this same kind of thinking to work on your ex- 
hibit or showroom? 


IN NEW YORK 


it's IVEL 


For top exhibits & displays 


For creative merchandising in Interiors 


York City Iinois 7-2002 
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more ideas. We developed as many 
as 78 different ideas on how to sell 
more magazines—how to improve cir- 
culation—when the most any one per- 
son could develop alone was two or 
three. 

4. Total participation: Each per- 
son in the group must participate in 
all discussions to advance his own 
thinking, to nourish the ideation of 
the group, and to promote fluency of 
fellow group members. 

We have proved it literally hun- 
dreds of times that as long as each 
person in the group participates, re- 


Yes, your inquiry to the Skirvin 
is the first step in planning a 
successful sales meeting or 
convention. 

Fine food, beautiful surround- 
ings and comfortable accom- 
modations prevail — plus a 
healthy addition of that im- 
portant ingredient . . . exper- 
ienced, friendly cooperation. 
We truly welcome the oppor- 
tunity to tell you of our com- 
plete facilities for handling 
any size group, including 
closed-circuit television meet- 
ings. @ Write for our de- 
tailed “Facts File.” 


Even if an idea 
advanced by an individual is not good 
in itself, it tends to be an idea starter 
or to activate someone else to come to 
a good thought. 

5. Deferred judgment: Critical 
analysis or judicial thinking must be 
excluded or deferred when thinking 
creatively, because it hinders the flow 
of ideas. (All hot water first; plenty 
of time for cold later.) 

This elimination of critical analysis 
is the roughest and toughest rule to 
abide by. It does not mean that we 
won't evaluate later. It does mean 


sults are excellent. 


Vkirvin HOTELS 


OKLAHOMA CITY 


Broadway at Pork Avenue * CEntral 2-441] + Teletype OC532 
Dan W. James, President and General Manager | 


that no one is to say, “This is ne 
good” or “We've tried that before” 
or “We're not quite ready for that”’ 
or similar killer phrases. We save 
our analysis of practicality for later. 

If you follow these five rules of the 
game, you may expect surprising re- 
sults, as has Curtis Publishing Co., 
Owens-Illinois Glass Co. and other 
large organizations that have tried the 
technique. 

Sales problems readily lend them- 
selves to group creative thinking. A 
typical sales problem was presented by 
George W. Sample, Jr., division sales 
manager, Warner-Chilcott Laborato 
ries, New York City, during a course 
on creating thinking at La Salle Col- 
lege, Philadelphia. ‘This is Sample’s 
problem which was tackled by “‘stu- 
dents,” business executives enrolled in 
the School of Creative Thinking: 


Problem in Enthusiasm 


“During and immediately follow- 
ing a sales conference, the field men 
are stimulated almost to the point of 
genius. They adopt the plans as 
agreed upon and follow through for 
about two months. For the next two 
months there is a leveling off of sales 


spirit. During the period between 
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reproduction, FAST service, 
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conferences there is a lack of creative 
activity and the men continue the 
previously agreed upon techniques al- 
most to the point of automation and 
boredom. However, during the 
next conference period, presumably 
through their creative 
powers become stimulated. ‘This re- 
sults in many good ideas being for 
mulated. 

“For geographic reasons, it is finan- 


issociation, 


cially impractical to hold more than 
three conferences a year or to enhance 
association other than through use of 
the mails in the form of bulletins. 

“What methods, other than mone- 
tary consideration, can be used to sus 
tain and initiate creativity between 
conferences ?” 

From the flow of ideas to this sales 


problem, at least nine were produced 


that could be considered sufficiently 


Creative Stimuli 


Almost every 


has one or 


business executive 
two basic questions to 
which he should like to apply creative 
This creative thinking 
seems to be good, but how do we 

I What are 


stimulate the 
ing devices to get us into 


imagination. 


activity ? 
some activat 


a creative mood ? 


SU 
~~ MORE PRODUCT 
KNOWLEDGE 
MEANS MORE SALES 
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BESELER 
VU-GRAPH pro- 
jects product facts 
with clarity and 
simplicity. 


Ideal for Sales 
Meetings. 
Increase the 
potential of your 


BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 


brilliant color to an 
audience of 4 or 400 
easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 


sales force 
with proper use 
of BESELER 
VU-GRAPH. 


ways to explain and 
sell your product ad- 
vantages. 


Write to Beseler for a 
Free Demonstration 
and colorful brochure: 


“Get the Point Across." 


CHARLES CGescler COMPANY 


HOLLYWOOD AT ItITH, EAST ORANGE, N. J. 
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We have tound from experience in 
industry that certain procedures are 
necessary if you want to use creative 
thinking effectively : 

1. Morning meetings are without 
doubt the best. If we go into after- 
meetings, after a two-hour 
lunch, nobody has much creative abil- 
ity. 

2. To set the proper mood physi- 
cally, a comfortable room, opportun- 


noon 


ities to smoke and relax, plenty of 
pads and pencils to write, plenty of 
room to stretch out and a nice com- 
fortable atmosphere are required. 


3. To set the mood psychologically, 
management must state, “We are 
behind this idea. You needn’t worry 
that any of your ideas will be frowned 
upon or you will be launghed at.”’ 

Once the mood has been set and 
everyone is convinced that he has 
creative ability, you are ready to be- 


gin. 


Your Own Creativity 


There are many ways to stimulate 
your own creative ability. Probably 


foremost is first-hand experience: 


Did you cay CONVENTION? 


That need nt cause tension... 
Just one little mention 
will bring quick attention 


Let Capital solve your travel problems! With 
Capital's Delegates Service, you get planning 
and promotional assistance for your group 
at no extra cost. Capital will assign a travel expert 
to help you with all details—including ground 
transportation, hotel accommodations, even 


entertainment, if you wish 


Save time and money, too! By flying Capital, 
you'll cut travel time up to 80% over surface 
transportation—have extra hours for post- 
convention side trips and other activities. 
Delegates will appreciate the comfort and 
luxury of a Capital flight—and the cost is 
often less than first class rail travel. 


Fly the incomparable VISCOUNT, 
world’s first turbo-prop (jet-prop) airliner, 

between many major cities 

on the Capital system. 


For assistance with travel arrange- 
ments for your mext convention or 
meeting, call your local Capital 
representative, or write J.0.Urquhart, 
Capital Airlines, National Airport, 
Washington 1, D.C. 


AIRLINES 


| 


tl 
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Se ie 
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232 
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CONVENTION-TRADE SHOW- MEETING? 
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MANPOWER, INC. ror 
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| @ MAILING SERVICE e BOOTH SET-UP 
@ PRE-CONVENTION DETAILS 


Manpower, Inc. has offices in 70 cities 
from coast-to-coast to serve you. Your 
local Manpower, Inc. branch will 
arrange for service in any city. 

Call your local Manpower, Inc. office 

for details or write **Convention Service’: 


eee 
manpower, inc. 
, 330 W. KILBOURN AVE. © MILWAUKEE, WIS. 


PHILADELPHIA 


LOCUST STREET AT SEVENTEENTH 
TELEPHONE PEnnypacker 5-3800 * TELETYPE PH 376 


Distinguited -_Gocommedattons. 
and Services for Grouf~s tof 4350 


Ai Kirkeby Hotel 


meeting people and exchanging ideas 
at sales meetings, conventions, coun- 
try clubs, etc. If you don’t like people, 
if you don’t get along with them, if 
you don’t like to talk to them, forget 
creative thinking. 

Suppose you had an assignment to 
create a brand new television program 
that had never been done before, or to 
write an original children’s story, or 
better still, invent a new toy. These 
are typical assignments in the course 
of creative thinking which we run at 
La Salle. ‘They make executives think ; 
get something on paper. 

Most of us do not read or write 
enough. By reading, I mean anything 
that will stimulate, whether it be 
poetry, business publications, news- 
papers or modern novels. 

In addition, to develop our own 
creative powers, we should become in- 
volved in hobbies and arts. Our mind 
is frequently like a stainless steel 
knife. If we use it to cut butter, we 
can do it quite readily. The knife, 
however, soon gets dull and soon gets 
stained—even though it is stainless 
steel. But, if we use that knife to 
sharpen against another knife or 
against a proper sharpening instru- 
ment, it remains bright and sharp. 
Such things, therefore, as crypto- 
grams or anagrams, or playing such 
games as Scrabble, tend to keep 
sharp and alert. ‘These things are re 


S 


laxing as well as stimulating crea 
tively. 

Last, but not least, travel just 
meeting people — helps to exchange 


ideas that we can carry and frequently 


use, 


Activating Devices 


| have mentioned ways to stimulate 
your creativity. But, what are some 
of the activating devices to actually 
get us to do something creative ? 

One of the first, of course, is to 
make a start. Actually start in and do 
something. It is similar to our own 
personal budgeting or daily financial 
lives. For example, if we decide to 
Save something out of what we have 
at the end of the week, we invariably 
come out to the same amount—noth- 
ing. If we really want to have some 
thing, we put money aside first and 
make ourselves live on the balance. 

Making a start toward creativity 
literally is just that. Make yourself 
start whether you like it or no. How- 
ever, there are things you can do to 
help, such as choosing a favorable time 
and place. 

If you know when you relax best 

-early morning, late in the evening, 
in a tub of hot water—choose that 
favorable time and place. Also set 
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deadlines and quotas for yourself. 
Say, “I’m going to get at least five 
new ideas on this problem that is con- 
fronting me today and I’m going to 
get those five ideas by five o'clock.” 

Out of those five ideas, perhaps one 
will be workable and achieve some 
thing. 

Another favorite means to force 
yourself toward accomplishment is a 
check list. A check list tends to keep 
us in the proper order; tends to see 
that we don’t omit anything; tends to 
make us go along the right route. 

Many people are using check lists 
and many companies—including Gen- 
eral Electric Co., Ford Motor Co. 
are using lists in a formal fashion in 
motion and value 
analysis in purchasing, in visualiza- 
tion of 


time studies, in 
production techniques and 
similar activities. 


Blocks to Own Creativity 


Now, we should know some of the 
things at tend to hurt our own 
creativity. First ind foremost is self 
discouragement. | don’t mean by this 
that we have a pessimistic attitude or 
that we even feel that our nature is 
ant think creatively. | 
do mean that we tend to exercise what 
judicial thinking. 
We apply criticism to our ideas and 
thoughts before we let them come out 


such that we 


I call involuntary 


ot our mouths, and so, oul ideas never 
see the light ot da 

Don’t discourage yourself ; don’t let 
ideas remain stifled. If you don’t want 
people to see them, just write them 
down in your private notes. ° 

Following judicial thinking as a 
deterrent to reativity are fear and 
timidity. Many people are fearful of 
coming up with new ideas. This type 
of experience often produces this fear: 

You come to your boss with a new 
idea and he says, ““That may be very 
good but we're not ready for it.” So 
you go back somewhat abashed. A 
week later you come up with anothe1 
idea and he says, “Oh, we tried some 
thing similar to that about 10 years 
ago and it didn’t work. Sorry.” 

You are a little bowed but vou are 
not beaten. So a third time you come 
up with another idea, and he 
“Where did you ever get that one? 
That’s utterly ridiculous!” And then 
he begins to look at you with a new 
wrinkle in his brow. “Is that all you 
do all day long, think about these 
crazy ideas?” he asks crushingly. 

What do you do? You don’t come 
up with any more ideas. You stuff 
ideas back into your head before they 
begin to take form. Your mental ma- 
chinery is now bloody and bowed, and 
all creativity has been stifled. 


Says, 
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Works Two Ways 


works 
two ways. Your immediate superior 
can mentally beat you into non-cre- 
ativity with caustic remarks; and on 
the other hand, you can do the very 
same thing—perhaps without realiz- 
ing it—to those under you. Think a 
minute: Have you ridiculed or 
brushed off a suggestion lately? 


This’ stifling of creativity 


Another bar to creativity is family 
discouragement. Many wives tend to 
be either one of two types: Anything 
their husbands come up with is either 
good just because he said so, or no 
good at all for the same reason. And 
wives on the negative side generally 
are unconstructive on the things 
which they believe are no good. 

More and more, corporations in- 
terview wives of potential or would- 
be executives to discover how they 
think and what atmosphere exists in 
the home. Companies are learning 
that, if a wife can be a real encour- 
agement, they then have two employes 
for the price of one, and there is cer 
tainly nothing wreng in that 

In general, companies hk; ive come 
to this conclusion: If we can stimu- 
late creativity in our executives and 
then our supervisors, and then our 
junior executives and 
down the line, and if workers in gen 
eral get to know that management is 
behind the whole idea of 
thinking, we can ge 


supervisors 


creative 
t an amazing flood 
of workable ideas to filter up from the 
bottom. 


fearful ot 
tow ird new 
They 
come up with ideas for saving money, 
embark- 
campaigns many of 


which are positively startling to the 


When people are not 
management's attitude 


ideas, their inhibitions are gone. 


tor improving processes, Tor 


ing on new 


y 
executives who have fostered thi 


flow of ideas. 

Because creative thinking is an un 
tapped source of profitable ideas, more 
and more companies are running 
creative-thinking meetings or seminars 
to train people to think. It is being 
done on company time and workers 
are paid for it. 

When I say workers, I mean all 
the way down to and including the 
man on the assembly line as well as 
the janitor or anyone else. In fact, 
we have found this: Many times, non- 
technical people can more readily 
solve technical problems in a group- 
thinking meeting merely because they 
don’t know what’s impossible. What 
happens is that the engineer or tech- 
nical man, knowing some things pre- 
sumably are impossible from a tech- 
nical point of view, won't come up 
with any ideas along these lines. ‘The 
engineer, in this instance, exercises in 


Attraction.. 
but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
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ing from 10 to 300 * 3,000 
Volume Reference Library * 
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and Dancing * Stenographic 
Services and Telety pe. 


OUTDOORS 
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Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
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Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW BEING 
MADE FOR 1956, 1957 AND 1958 


For information write 
Loretta E. Ziegler, 
Convention Manager 
. 


Clifford R. Gillam, General Manager 


voluntary judicial thinking. The man 
on the assembly line, not knowing 
what is impossible, comes up with an 
idea, and, strangely enough, it often 
proves workable. 

Aerodynamic principles indicated 
that the bumble bee doesn’t have the 
ability to fly partly because of the re- 
lationship of wingspread to body. 
But, the bumble bee, not knowing 
principles of aerodynamics, goes ahead 
and flies anyhow. He doesn’t know its 
impossible. (Now, the bumble bee is 
teaching our scientific researchers im- 
portant facts for our guided missile 
programs. ) 


Use this 


Convention 


Expert 


Marilyn King is 
Northwest Orient Airlines’ 
convention expert. Her job 

is to help make your 
convention a success. 

Why not let Marilyn and 
her staff of specialists relieve 
you of details . . . contact 
delegates, arrange 
transportation? 

Northwest's complete 
convention service includes 
assistance in site selection 
pre-and-post-convention 
tours, side trips and 
arrangements for 

family participation 

Write or wire... 

Marilyn King, Convention 
Bureau, Northwest Orient 
Airlines, 1885 University 
Avenue, St. Paul 1, Minnesota 
. . or any Northwest office. 


You're a special guest when 
you fly Northwest! 
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Creative thinking, along with such 
items as budgetary control, to men- 
tion one, is a tool of management, 
and has to be used as such. It is not 
a panacea or answer in itself. 

About 18 months ago, La Salle 
College, noting that there was a 
need for more creative thinking in 
industry, authorized me to inaugurate 
a course in creative thinking as ap- 
plied to solving business problems. 
Business executives were invited to 
participate in the 12-week course (18 
hours) with an enrollment fee of 
$115. 

Our first 


course was started in 


July, 1955, and we had an excellent 
turnout of executives from as far as 
Chicago. While most were from 
Philadelphia, we had _ representation 
from New York City, Baltimore and 
other cities within 150 miles of the 
college. 

As this time, the fourth course is 
just getting ready and our roster of 
companies and people who participate 
has grown. Graduates of our first 
course were so stimulated in the 
power of creative thinking that they 
voluntarily formed themselves into a 
non-profit group to solve problems 
and they called themselves Problem 
Masters. I was elected unanimously 
to head this group. 

It wasn’t long before Problem 
Masters received many challenging 
problems. One was to find a new 
name for a company; another was to 
develop a new type of file cabinet that 
works on a principle other than slid- 
ing draws; another had to solve the 
problem of utilizing excess capacity 
in the oil industry 
months. 

All types and kinds of personal and 
social problems were presented, many 
of which Problem Masters did work 
on. Some were rejected as being un 
economical to solve on a fee basis. 

At this writing, Problem Masters 


during summer 
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is being expanded into a profit-making 
corporation and new members are be- 
ing accepted. One of the prerequisites 
—to keep membership down—is that 
members must have completed the 
course in creative thinking. 

Because of the vision of La Salle’s 
president, Bro. E. Stanislaus, this 
college is one of the few to offer a 
course limited to business executives 


It has produced 81 different names 
for a product when individuals work- 
ing alone could not offer more than 
one or two each. (All the names are 
not good, but a wide choice of ex- 
cellent ones were uncovered. ) 

To prove the flexibility of creative 
thinking, we have undertaken suc- 
cessfully as wide a range of problems 
as: “How can cut down waste 
in our shipping department?” “How 


we 


It is our policy that everyone in- 
volved in solving a problem by cre- 
ative thinking makes no advance prep- 
aration. They come in “‘cold’’, before 
involuntary judical thinking takes 
hold. We use a blackboard to list all 
answers so that visual as well as oral 
stimulation exists during the session. 

We know group creative thinking 
works. We know why it works and 
how it works best. We know the 


to solve their problems creatively. The 
roster of graduates now reads as a 
Who’s Who in Industry. 

Basic text for our course is “Ap- 
plied Imagination,” by Alex F. Os- 
born, of Batten, Barten, Durstine & 
Osborn. He pioneered this field. 

To test creative thinking yourself, 
and to prove that a group is four to 


value of creative thinking. American 
industry should advance in the same 
ratio as latent creative talents 
brought to the fore through this new 
technique. The End 


can we improve the design of our 
product?” “What would be an ideal 
writing instrument?” “What new 
product can we invent that might 


be marketable ?” 


are 


10 times as creative as an individual, 
try this experiment: (We use it as 
a warm up.) 

Ask a group to individually list as 
many different uses for a lead pencil 
as they a piece of paper. An 
average individual will list eight to 
12 uses in about 10 minutes. Then, 
set the entire group to work to come 
up with for the pencil other 
than for writing. You can draw 
forth as many as 176 different uses. 
(We have in our groups.) 


Can on 


uses 


Where the convention 


This technique has developed 73 
to sell a single product. 


Sell Your Ideas 


PRESENT THEM WITH A 


new ways 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
features as... a brand new auditorium 
with a 42 foot stage . . . the latest P. A. 
systems and projection equipment. . . a 


theater with CinemaScope screen . . . and 


1's pORTABLE! 
. .. beyond belief 


Standard Port-a-Stages and new unique 
design Port-a-Stages are engineered for 
strength and are rock steady. Practical 
for traveling or one time shows. 


RENT OR BUY 


Write for Free Circular 


~COMMERCIAL PICTURE 
EQUIPMENT, INC. 


1800 W. Columbia Avenve 
Chicago 26, U.S.A. 
BRiargate 4-7795 


superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 


world-renowned as America’s Informal 
For complete information, address: 


Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs, 
West Virginia, or inquire of reservation 
offices at: New York, 588 Fifth Avenue, 
JU 6-5500; Boston, 73 Tremont Street, 
LA 3-4497; Chicago, 77 West Wash- 
ington Street, RA 6-0625; Washington, 
D. C., Investment Bidg., RE 17-2642. 


Business Capitol. 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 
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Manufacturers use 500 
booths to make distrib- 
utor show larger than 
many national exhibits 


National associations and_profes- 
sional show managements have no 
monopoly on big shows, At least one 
distributor (hardware) can produce 
a trade show for which no profes- 
sional manager need be ashamed. 

With 500 booths in its 15th Mer- 
chandise Fair, Supplee-Biddle-Steltz 
Co., Philadelphia, staged a show fo1 
dealers in February that was larger 
than many national events. The com- 
pany attracted 12,000 visitors from 


it 


its area which extends trom Virginia 
to New England (except Maine) and 
west to Pittsburgh. Attendance was 
restricted to dealers, their wives and 
dealer salesmen. 

In its toy warehouse (80,000 sq. 
ft.)—cleared after Christmas—Sup 
plee-Biddle-Steltz laid out its show 
which included exhibits from over 300 
national manufacturers whose lines 

carried by the hardware whole 
saler. Booths were 7 ft. by 7 ft. and 
were priced at $125. 

While the show had much of a 
carnival flavor, it was strictly busi 
ness. Dealers bought enough during 
the four-day show to equal a nor- 
mal month’s sales by Supplee-Biddle- 
Steltz. All orders written in booths 
were put on special order pads and 
the wholesaler’s salesmen received 
commission for sales in their terri 
tories. Manufacturers manned their 
booths with a total of 1,500 people. 

Supplee-Biddle-Steltz had to ap- 
prove all products shown in manu 
facturers’ booths to make certain that 
all items exhibited were those carried 
by the wholesaler. 


ANNIVERSARY of president's 50 years in the 
hardware business was set as theme for the show. 
President William George Steltz (in center photo) 
appears left of beauty with a power mower. 
Others in photo are employes, many in Gay 
Nineties costume, who acted as hosts and regis- 
trars, Dealer Service Center (left) was focal 
point of show. It was designed to show retailers 


new layout, merchandising ideas and equipment. 
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Louisville’s BROWN and 
KENTUCKY Hotels 


9 ED at DE ee a ae 


atm we 


KENTUCKY HOTEL FLAG ROOM 


7800 square feet will accommodate 


1500 for meetings, 1100 for food service. 


a 
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CONVENTION 
FACILITIES 


six banquet rooms, and the Crystal Ballroom 
alone has a banquet capacity of 800. 


’ 
] 
| oor : 
W HETHER you are thinking in terms of 
a small regional meeting or a national conven- 


tion involving thousands of people, you'll find 


that the Brown and Kentucky Hotels have the 
necessary capacity and experience. 

Let’s consider banquet facilities. At the 
recently enlarged Kentucky Hotel, there are 
nine meeting rooms convenient to our kitchens 

. up to 1100 people can be served in the Flag 


Room alone! At the stately Brown, there are 


THESE BLUEPRINTS 


AND PICTURES 
ARE WORTH 


A THOUSAND WORDS 
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If your convention needs are greater than 
either hotel can meet, singly, both hotels are 
at your service, offering unmatched, one-man- 
agement convention facilities. 


Before you plan your next cenvention get 
the facts on these two great convention hotels. 
Use the coupon. 


“a 


The Brown Hotel 
Louisville, Kentucky 


Without obligation, please send me the Brown and 
Kentucky Hotel Factbooks as advertised in Sales 


Meetings for July. 
Name_ ih icecigscidhane anaheim ainceaseiae tea 


Ne RRS. Pee 


@ Address 


3g City 


Come to TOLEDO 


Pivot City of the 
Great Lakes 


For your next... 
@ Convention 
® Sales Meeting 


® Trade Show or 
Exposition 
Easily accessible by Major Air and 


Railroad Lines—On the Turnpike and 
Toledo Detroit Expressway. 


@ Housing facilities for 
2500 


@ Meeting room and ban- 
quet facilities to accom- 
modate 15 to 1000 


HOTELS 
Commodore Perry ® Fort Meigs 
Hillcrest © Park Lane 
Secor @ Willard 


Write or Call: 
Harlin L. Walter, Manager 
Toledo Convention Bureau 
218 Huros Street — Toledo, Ohio 


Something 
In the Air... 


Makes a Meeting Click! 


And you won't wonder what that 

* something is once you've made the 
HOTEL NEW WASHINGTON your 
Seattle Headquarters for sales meet- 
ings and conventions. It’s the atmos- 
phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 
of major importance to us. 


it's no wonder that in Seattle, the 
HOTEL NEW WASHINGTON is pre- 
ferred by leading national firms such 
as A. 0. Smith Corporation and Philco 
for their meeting headquarters. Assoc- 
iations also, like the Textile and Apparel 
Industry, headquarter here during 
their market weeks each year, You'll 
prefer it too... once you've tried it! 


NEW WASHINGTON 
SEATTLE, WASHINGTON 


See your Travel Agent 


“Nine Minutes From L. 


ALL THE 
SERVICES OF 
A Rooms— 
GREAT HOTEL 


TEL: HOllywood 5-3171 


A. ... Right Off the Freeway” 


Beautifully decorated Rooms and Suites, with Radio and 
TV available—Swimming Pool & Health Club—Meeting 
3anquet Rooms—Parking 


L. RAY DIETERICH, Gen. Mgr. 


TELETYPE—L. A. 1786 


THE HOLLYWOOD KNICKERBOCKER 


‘? ‘ 


Six weeks in advance of the show, 
the wholesaler sent to his mailing 
list of some 10,000 dealers announce- 
ments and invitations to come to the 
fair. In addition, special stuffers were 
inserted with invoices to promote show 
attendance. 


Free Transportation 


As an added inducement, dealers 
were invited to come in special trains 
and buses for which Supplee-Biddle- 
Steltz paid the transportation. “wo 
trains brought 400 dealers each from 
New York and New Jersey; another 
train brought 400 dealers from Wash- 
ington, D. C., and Baltimore. Six 
buses were hired to pick up dealers 
throughout Pennsylvania. Most deal- 
ers came at their own expense. 

Visiting dealers who were on hand 
at lunch time were guests for a free 
catered luncheon on company prem- 
ises—decorated as a sidewalk 
Booth personnel could luncheon with 
dealers if they registered in advance 
and paid $2 “which is less than our 
cost,” according to company bulletin 
to exhibitors, A total of 2,900 
lunches were served. 

With the theme, “Something Old 
—Something New,” the fair marked 
the 50th anniversary of William G. 
Steltz, president of the company, in 
the hardware business. Antique cars 
next to a 1956 Continental Mark II 
were among the displays to carry 
out the theme. A pony driven stage- 
coach and a horse-drawn steamer and 
ladder fire engine 
beside the latest piece of fire-fighting 


cate. 


were exhibited 


equipment. 
Space Assigned 


Exhibitors were not assigned booth 
locations until three days before the 
show. The made 
ments to create a unified presenta- 
tion of its lines. Of the exhibitors, 
approximately 25°% were new to this 
show which started in 1936 but was 
not staged between 1950 and 1956. 
Dates for 1957 were announced dur- 
ing the current show—Feb. 11-13. 

Space to exhibiting companies was 
offered six months before the show. 
Space sales were made by 
Biddle-Steltz buyers who maintain 
day-to-day relations with manufactur- 
ers. 

A string band, high school band, 
fashion show and local television and 
radio entertainers, as well as a pro- 
gram of 16mm. films, were added at- 
tractions for dealers and their wives. 
Altogether, 350 people in addition to 
exhibitor personnel were required to 


assign- 


company 


Supplee 
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plan, stage and man the show. 
Every visitor was required to wear 
a badge as were exhibitors. Badge 
colors indicated exhibitor,’ dealer, 
visitor (wives primarily) and em- 
ployes. Those who came to the show 
in chartered trains and buses received 
their badges—typed in advance—by 
mail or from salesmen. Supplee-Bid- 
dle-Steltz has 135 salesmen who acted 
as advance men in promoting the 
show to their customers. 
A major promotion at the fair was 
a treasure chest contest. For each $10 
worth of merchandise purchased by 
a dealer he received a key.  Scat- 
tered in booths throughout the show 
were treasure chests. If a dealer 
tried to open all the chests with his 
keys, he might find he had a key that 
fit one of the locks. Inside chests 
were certificates redeemable for gifts. 
Each day, the 50 chests were moved 
to new locations so that as many ex 
hibitors as possible could enjoy the 
extra trafic stimulated by the con- 
test. Keys and chests were supplied 
The Yale & Towne Mfg, Co. 
Dealer Service Center, an area otf 


2,000 sq. ft., was focal point of the 
fair. Here exhibits were designed 
to offer dealers the newest ideas in 
merchandising. It explained the time 
payment plans, tool rental promo- 
tions, store modernization layout and 
display, pricing and marking proce- 
dures and other retail sales manage- 
ment techniques for dealers. 

Dealers bought heavily, stimulat- 
ed by the mass of merchandise on 
display. Fastest moving items indi- 
cated the growth of home gardening 
market. Product-wise, hit of the 
show was a portable air conditioner 
that retails at $39.95. Several car- 
loads of these units were sold to deal- 
ers before the four-day show closed. 

A daily offset printed, four-page 
newspaper was turned out during the 
show. It was produced by the com- 
pany’s printing shop and contained 
pictures of events and sidelights. It 
was distributed to visitors along with 
an 80-page program book which list- 
ed exhibitors, events and contained 
advertising of local companies 
mostly suppliers to Supplee-Biddle- 
Steltz, The End 


Key to Convention Hospitality 


Instead of conventional cards or 


invitations McGraw-Hill Pub- 


lishing Co., New York City, distributed “Keys to Hospitality” at the 
recent National Industrial Advertisers Assn. conference, Chicago. 
Gold colored plastic keys to McGraw-Hill’s hospitality suite listed 
room number and date of the conference. Accompanied by green tag 
depicting McGraw-Hill building, 2,000 keys were distributed before 
the conference by salesmen and district managers, with 500 additional 
invitations extended at the meeting. Keys, supplied by Delphan Co., 


New York, cost 15 cents each. 
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Western Hotels are your number 
one choice for conventions, sales 
meetings, any group gathering—in 
any of 18 cities of the seven western 
states, Canada and Hawaii. 


From Vancouver, B. C. to Palm 
Springs, from Denver to Hono- 
lulu, Western Hotels are noted 
for their attractive and well- 
planned meeting facilities; for 
their fine accommodations, ex- 
cellent food and experienced 
service—as well as for their real 
hospitality and thoughtful at- 
tention to your needs. 


For an especially memorable meet- 
ing, consider the Hawaiian Village 
Hotel, an 18-acre tropical paradise 
on Waikiki’s finest beach. Three 
types of unusual accommodations, 
four swimming pools, and (just 
completed ) the new Long House 
convention hall plus 100 additional 
lanai suites. 


Reservations and further infor- 
mation on any of these outstand- 
ing hotels may be had by 
contacting the manager of any 
Western Hotel. 


WESTERN 


HOTELS 


Vancouver, B. C.: Georgia 
Seattle: Benjamin Franklin,Olympic, 
Roosevelt—Spokane: Davenport 
Tacoma: Winthrop—Bellingham: 
Leopold—Wenatchee: Cascadian— 
Portland: Benson, Multnomah 
San Francisco: St. Francis, Sir 
Francis Drake, Maurice—Los An- 
geles: Mayfair—Palm Springs: 
Oasis—Denver: Cosmopolitan 
Salt Lake City: Newhouse—Boise: 
Boise, Owyhee—Pocatello: Bannock 
—Butte: Finlen—Billings: North- 
ern—Great Falls: Rainbow—Hon- 
olulu: Hawaiian Village. 


WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 


The entire staff of the Hotel 
Thayer stands at attention. 


In reviewing our services, 
you'll find: 


IDEAL LOCATION 
. . . 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. .. superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
.-- 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


.. » guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
William R. Ebersol, Manager 


VU. Ss. > 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


A Conference Is a Contest 


0) 


( 


DO YOU WIN OR LOSE? 


ideas 
through a conference, you’re wasting 
your time. On this premise, William 
D. Ellis and Frank Siedel have writ- 
ten a new book, “How to Win the 
Conference” (Prentice-Hall, $3.95). 

Seidel and Ellis take the fresh and 
unusual stand that a i 
“exchange of ideas,” but a 


If you don’t ram. your 


conference 1S 
not an 
contest. “People who have time 
to a meeting tor the express purpose 


to go 


of ‘exchanging ideas’ have no urgent 
ideas to exchange,” say the authors on 
the opening page, and then pile up an 
impressive list of arguments to prove 
their point. 

A conference can decide your 
It can be the key to success 
or failure of your sales campaign. To 
many 


career. 


businessmen, who consider the 
conference a “lot of talk and a waste 
of time,” it is just that! The man 
who succeeds at the meeting is the 
man who realizes that conferences are 
contests 


with winners and lcsers— 


and decides to be a winner. 
Fulton Gets the Credit 


Authors cite John Fitch, developer 
of the steamboat. Fitch spent a life- 
time developing the steam engine, but 
couldn't put it across in conferences 
with prospective backers. Today, we 
honor a miniature painter as the in- 
ventor of the steamboat because 
Robert Fulton could sell at a meeting. 

Many will there are con- 
ferences that are not contests, despite 
Ellis and Seidel’s deceptively simple 
logic. Whether or not you accept their 
basic premise, this book offers some 
good suggestions for more effective 
meetings. 

Chapter on 


argue 


“The First Rule” 


points out every man at the confer- 
ence has ‘an ax to grind. Help him 
grind it and you'll win your point 
at the meeting and in the field when 
your product is put to work. That 
little pip squeak from the billing de- 
partment you stepped on at the meet- 
ing can wreck the new accounting 
system you just sold his boss. Be sure 
no one at the meeting loses face. 

Authors recommend use of carica- 
ture to type your opponents in a meet- 
ing. ‘Chey argue that most people do 
fall into certain categories. If you 
know the categories and use them you 
can size up the meeting quickly. Most 
meetings have a “beaver” present. 
He’s usually very busy, very attentive 
and does a lot of writing. He’s not 
important, say the authors. Don’t 
spend too much time on him, but 
concentrate on the List of 
caricatures and tips on recognizing 
them include the bull, chameleon, old 
horse and others. 


others. 


If you want to come out of a meet- 
ing a “winner,” 


World 


try prior planning. 
War II the army 
turned out thousands of ‘90-Day 
Wonders,” able to lead older, more 
seasoned solidiers into battle. -Secret 
was “prior planning.” Before each 
squad meeting, the young lieutenant 
briefed himself thoroughly on just the 
subject to be covered at that meeting. 
Because he knew what he was talking 
about, he earned respect and obedi- 
ence of the veterans. 


During 


You Can Use Idea 


Same idea can work for you. You 
may never have to lead a squad of 
men into battle, but you can lead your 
next sales meeting around to your 
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All Your 
People 
Under One 

Roof... 
¥ All Your 


CHICAGO'S MOST CONVENIENT HOTEL 


IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 


all your guests . . 


. plenty of single-floor space 


for all your exhibits. No time lost racing around 
town! No tiresome stair-climbing! No bothersome 
elevator-riding! 


PLANNED SINGLE-FLOOR CONVENIENCE 


Over 40,000 square feet of air-conditioned 
exhibit space 

27 air-conditioned meeting rooms, accommodat- 
ing 10 to 2,000 


FES +2 


Exceptional banquet facilities, for functions of 
any size 

1501 redecorated rooms, many air-conditioned 
Radio in every room — TV in many 
World-famous restaurants: College Inn Porter- 
house, steak house of America — Well of the Sea, 
seafood flown fresh daily from the principal 
rivers, lakes, and oceans of the world. And for 
exceptional food at considerate prices, the smart 
Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent 
meals quickly 

The Sherman is in the heart of Chicago’s shop- 
ping, theater, and financial district 
Drive-right-in convenience — the only hotel in 
Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive... 
no waiting for delivery when you leave. 


Danny Amico, Vice President and Director of Sales, backed by 
highly qualified staff, is on hand day and night to attend to all 
your convention requirements. For help in planning 


your next convention, phone, wire, or write Danny. 


CHICAGO'S MOST CONVENIENT HOTEL 


RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 


CAN INCREASE YOUR SALES 


The Roney Incentive Plan* 

is a new completely revolutionary idea 
for increasing business and can be 
tailored to fit your exact needs. 

Send for our incentive booklet (just off 
the press) on your company letterhead 
and learn the full details of this 
exciting method of increasing sales. 


Write: G. DAVID SCHINE, 
President, Gen. Mgr. Schine Hotels. 


‘RONEY 


(7 Acres on the Ocean) 
COLLINS AVENUE AT 23rd STREET 
MIAMI BEACH 


L> 


LARGEST 
FINEST 
HOTEL 


* 7 BANQUET ROOMS 
* SWIMMING POOL 
* HOTEL GARAGE 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 


a TRADE NAME 


Under Management of Hull Hotels + Direction of Thos. E. Hull * L. B. Nelson, Gen. Mgr. 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
Telephone HOllywood 9-2442 « Teletype LA 547 


etc & Male! £1 Roache 


point of view if you know your sub- 
ject. 

Just as important as knowing what 
you want when you go into a meeting, 
is knowing what you'll give. Decide 
ahead of time just how much of a 
compromise you're willing to make. 
If your district managers think a 
50% increase in the sales quota is 
too high, are you prepared to agree to 
a 40% increase? Take a tip from 
union negotiators. They always know 
how far they'll yield. 


Use of Props 


Ideas on the use of physical props 
at a meeting make sense. If you use 
physical props, say Seidel and Ellis, 
know how to operate them. Don’t at- 
tempt to use a projector or phono- 
graph unless you've practiced before 
the meeting. If you're all thumbs 
threading a projector, let someone else 
do it. Meeting time is valuable time. 
Don’t waste a minute of it. 

Interesting idea of the authors is 
don’t give out notebooks and pencils. 
You want everyone’s attention every 
minute, so don’t give them something 
to doodle on. 

Seidel and Ellis draw liberally on 
anecdotes to prove their points. Ex- 
periences of such conference masters 
as Ben Fairless, U. S. Steel, John 
Patterson, National Cash Register 
Co., Bill Bailey, Hoover Vacuum 
Co. and many others make interesting 
reading. 

Sales managers can appreciate 
problem faced by John Patterson, 
pioneer salesman, when he called his 
sales force together to announce a 
large increase in the sales quota for 
the following year. Salesmen listened 
politely as Patterson outlined the 
program, but it was obvious they 
thought it couldn’t be done. 


Anything Is Possible 


Patterson, sensing their attitude, 
dismissed the meeting. He called in 
his experts and pointed to the huge 
dining hall where the men were to 
gather for breakfast next morning. “I 
want to prove to those men that any- 
thing is possible. When they come to 
the dining room tomorrow, it’s not 
going to be there. It’ll look as though 
there never were a building there,” 
he announced. 

Bulldozers came in that day and 
leveled the dining room to the 
ground. Dirt was thrown into the 
cellar to ground level. A farmer’s 
entire field was shorn of sod and the 
grass transplanted on the dining room 
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Meeting Space for 2000 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 


ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum. 

Make your headquarters here at the 
Henry udson Hotel and save time, 
money and energy. 
1200 Rooms 1200 Baths 
Single $5 to $8 Double $9 to $15 
You'll enjoy The Voyager, our new dining 
and supper club, featuring Jan Arden, 
Recording Star, nightly 
You'll relax in cur modern cocktail lounge 
—The Chartroom. 
¢ Cafeteria * Banquet and Meeting Rooms 
¢ Ample Parking—2 Cocktail Lounges. 
ie Pool, Gymnasium and Sun 

s Complimentary to Guests. 


ALBERT F. KOENIG—Gen. Mor. 
Frank W. Berkman, Director of Sales 


CO 5-6100 
353 W. 57th St., 


1956 


New York 19, N. Y. 


Parliamentary Law, 
Protocol 


Convention and meeting officers 
will find a ready shortcut to work- 
ing knowledge of parliamentary 
law in Marguerite Grume’s pocket 
sized booklet, “Basic Principles of 
Parliamentary Law and Protocol” 
(3830 Humphrey St., St. Louis 16, 
$1). Based on Robert’s Rules of 
Order Revised, booklet lists basic 
rules for voting, debating and 
offering motions, plus protocol to 
be followed by members and vari- 
ous officers at meetings and con- 
ventions. 


Of special interest to conven 
tioneers is a chart listing 10 
different motions which can _ be 


made from the floor. Chart marks 


whether motion may be seconded, 


debated, amended or reconsidered. | 
Pe eS a ee 


It also indicates if a majority vote 


is necessary to carry the motion. 


Sections that define duties of 
different officers should be of value 
to newly elected officers. Rules and 
motions aré indexed for easy 


reference. 


site. Working all night, horticul- 
turists transplanted 200 potted ger- 
aniums. 

At breakfast time next morning a 
bewildered group of salesmen, wan- 
dering about the grounds looking for 
the dining hall, found Patterson 


standing by the geranium bed. “Gen- | 


tlemen,” he said, “it was worth it to 
make my point. You see anything . 
I mean anything . can be done!” 
The salesmen were convinced. 

You may not be able to tear down 
a building to prove a point, but you'll 
agree the dramatic gesture can be 
effective in getting your point across. 

The authors sometimes - wander 
away from meeting techniques and 
get into other fields, discussing such 
problems as ‘things to look for when 
you hire management” and “who are 
you working for.” Even then, how- 
ever, advice hard-headed common 
sense. If you’ve ever tried to set up 
a selling conference with a company 
dignitary, you'll appreciate potshots 
the authors take at American busi- 
nessmen’s “oblique approach’”’ to busi- 
ness. All business meetings are for 
business, but nobody can admit it. 
Instead, we waste time making “‘con- 
tacts’ and “going through channels,” 
say the authors. 

Of special interest to conference 


/ convENTION 


IDENTIFICATION 


BADGES 


ADVERTISING BUTTONS 
SOUVENIRS 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical items. Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialties for every occasion. 


WRITE for catalog, samples, and 


prices, stating probable quantities 
required. 


PARISIAN 
NOVELTY COMPANY 


3510 So, Western Ave. 
Chicago, Ill. 
Manufacturers Since 1897 


LAS, i d\ 


ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 
=e 


Advertise with 


GaveTlES 


Fires-up soles and dealer program 
conventions! for Executives, Salesmen 


Dealers Valued as business gifts! 


ALLIS CHALMERS 


“Adver TIES'' WILL BE SPECIALLY MADE to 
faithfully reproduce your Trade Mark, Slogan, or 
your Product . Many progressive-minded con- 
cerrs, National and International, are regular 
users of ''Adver TIES". 


This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program, convention, new 
product, or any special event. . 


Write TODAY for details, Fur- 


nish ad samples and give esti- 
mated quantity. 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. MS 

320 S. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 


TRADE MARK 


47 


Little Kack | 


IDEAL 


Convention 


LOOK AT YOUR DEALERS OR 
MEMBERSH/P AND COMPARE 
LITTLE ROCK’S LOCATION... 


° 
V CHECK THESE ADVANTAGES, TOO! 


4 modern hotels Vv Central location— 
Ample air good transportation 
conditioned rooms 
Air conditioned 
banquet rooms 
Air conditioned 
municipal 
auditorium 
Historical sights 


Excellent eating 
facilities 


Reasonable prices 


Numerous golf 
courses 


City of hospitality 


FOR INFORMATION, WRITE OR PHONE 

H. J. BURFORD, General Manager 

SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 

LITTLE ROCK, ARKANSAS 


Wesler T. Keenan, General Manager. Offices New York, 

Circle 7-7946; Chicago, WHitehall 4-7077; Clevetana, 

SUperior 1-0420; Washington, DC, MEtropolitan 8-3492; 
Miami, 9-0103. 
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leaders is a list of stock words and 
cliches you should avoid. “‘Now let’s 
get back to basics’ implies you are 
the only one in the room who knows 
the meeting has wandered from the 
main topic. “Now let’s look at this 
thing from all angles” 
though you're afraid to make a de- 
cision. “‘Now look, Jones,” is sure to 
raise Jones’ blood pressure 10 points. 


sounds as 


Finest meeting program ever de- 
vised can fall flat on its face if the 
audience isn’t receptive. Receptive 
audiences are created, say J. Donald 
Phillips and Laurence J. ‘Taylor, 
authors of ‘“The Purpose and Art of 
Hosting” (Hillsdale College, Hills- 
dale, Mich. $2) by meticulous atten- 
tion to your guests’ comfort and well 
being. As much care should be given 
to guest accommodations, registra- 
tion and room ventilation as to pro- 
gram planning. ’ 

For the busy meeting planner the 
authors offer a series of 20 different 
check lists which cover details fre- 
quently overlooked until they ruin 
the meeting. 

Booklet is divided into two parts— 
hosting the guests and hosting the in- 
vited speaker. First part covers details 
to be checked to ensure the physical 
comfort of your guests from their 
arrival to departure. Check lists are 
arranged so assistants or “hosts” can 
be assigned to different phases of the 
meeting, leaving the chairman free 
to devote more time to the program 
itself. 

Interspersed with the check lists 
are some good tips on making your 
meeting better than average. Under 
the heading “Welcoming the Guests’”’ 
the authors advise: 


Don't Identify As Greeters 


“The chrysanthemum and _ big 
badges that indicate ‘host’ or ‘hostess’ 
immediately detract from the warmth 
of the initial greetings. Badge says 
in effect ‘I was put on a committee 
to say, we are glad you are here.’ 
However, strategic placing of hosts 
with badges will indicate available 
sources of assistance. The spirit of 
people greeting guests without badges 

. . helps observably to warm up the 
group.” 


Authors suggest “‘advance publicity 


If you don’t know his first name, call 
him Mister Jones. 

Book is fast paced and breezily 
written. Although the authors some- 
times sacrifice grammar for drama, 
book provides a few hours of pleasant, 
informative reading. It should make 
your next conference a better con- 
ference—for you. 

The End 


Good Audiences | Paull 


must be crystal clear about 
reservations, choice of facilities, 
prices, location in relation to the 
meeting place, check in and check out 
time, etc.”’ 

Of particular value to many meet- 
ing planners should be the second 
half of the booklet on hosting the in- 
vited speaker. First check list covers 
16 items of information the initial 
invitation should contain, including 
composition of your group, aims of 
the organization, program theme and 
maximum fee which can be allowed. 

If your speaker accepts, Messrs. 
Phillips and Taylor provide a check 
list of information to be supplied to 
the speaker. Be sure to send the ad- 
dress of the building where he is to 
speak, advise the authors. “Many 
speakers have experienced the frustra- 
tion of arriving in the city with only 
moments to spare—and being unable 
to find the place of the meeting. Re- 
sult of this temporary panic will in- 
fluence unfavorably his work with 
your group.” 


room 


Remember Speaker 


“Be different! Remember _ the 
speaker after he has left! Send some 
little gift, or at least the pertinent 
clippings of the following day. Sure, 
you may have paid your speaker but 
he may repay you doubly for your 
thoughtfulness. The added effort to 
please him will be felt in his program 
appearances. What is more, he will 
enjoy talking about you and your or- 
ganization—perhaps over the entire 
country.” 

Authors of the booklet both have 
had extensive meeting experience. J. 
Donald Phillips, president, Hillsdale 
College, is the expert who devised the 
method of 
participation. Laurence J. ‘Taylor and 
Phillips both conduct seminars for 
business leaders. The End 


“Discussion 66” group 
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Here’s why more convention-goers are 
&. GOING EASTERN! 


Only Eastern 


@ Eastern offers complete convention travel services— group plan- serves all these 
ning, promotion and follow-through. All details will be taken convention cities: 


care of for you. Convention experts available in 116 cities on the 

Eastern system Miami-Miami Beach * Tampa * Orlando 

Let us plan a post-convention trip for your group America’s most Jacksonville ° Daytona Beach e West 

popular vacation areas are only hours away when you fly Eastern! 

Leaders of groups of fifteen or more are our guests. Palm Beach * Washington, D.C. * Atlanta 
For full details: write or call Convention Manager, New Orleans °¢ Atlantic City ¢ San Antonio 


Eastern Air Lines, 10 Rockefeller Plaza, New York 20, N.Y. or your local 
Eastern Air Lines Office. Houston * New York * Chicago * St. Louis 


“ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. Home of the nationally famous MURAL ROOM. 


AFFILIATED NATIONAL HOTELS 

Texas 

STEPHEN Tin 

DISTRICT OF COLUMBIA 

MOTEL WASHINGTON “ 
INDIANA 

HOTEL CLAYPOOL 

LOUISIANA 


JUNG MOTE 
MOTEL DESOTO 


NEBRASKA 
HOTEL PAXTON 


NEW MEXICO 
MOTEL CLOVIS 


SOUTH CAROLINA 
HOTEL WADE HAMPTON 
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Exposition experts test brainstorming technique as device to stimulate ... 


Ideas to Help Exposition Visitors 


In just one hour 100 ideas were recorded at recent session 
in New York City. Aim was to create a check list of things 
that could be done to assist visitors at industrial shows. 


Over 100 ideas were produced by 
11 people in one hour to make an 
industrial show visitor’s time more 
productive. Half of the ideas are those 
that show management might explore. 

A group of 10 experts, led by 
Robert Letwin, editor, SaLEs MEET- 
INGS, brainstormed the problems of a 
show visitor and came up with many 
ideas, new and old, that show man- 
agement, exhibitors and visitors might 
use to make show visiting more efh- 
cient and rewarding. Of the 104 ideas 
suggested, 69 (see boxes) could be 
applied or explored right now. 

‘The experts, who spent 20 minutes 
on each of three phases of the prob- 
lem—What can show management 
do? What can exhibitors do? What 
can visitors do?—represented show 
managers, exhibitors, display design- 
ers, researchers and editors. They 
applied their creative imaginations at 
a session in Henry Hudson Hotel, 
New York City, recently, as a test to 
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see what directions are open to help 
companies get more for their money 
invested in people sent to shows. 

Wild suggestions were sought at 
the “think” session to stimulate ideas 
and probe hitherto  unconsidered 
avenues of development for the trade 
show industry. ‘The idea starters in- 
cluded all types of suggestions from 
supplying roller skates and rolling 
chairs for visitors to inflatable ex- 
hibits and complete mobile industrial 
shows. 


Trailer Displays 


The mobile show, which may not 
be as wild a suggestion as it might 
appear at first, involves mounting all 
displays in trailers and creating a 
traveling fair to visit industrial centers 
throughout the country. Displays 
would remain inside the trailers and 
visitors, at each local stop, would go 


from one trailer to another to see the 
latest equipment in a particular in- 
dustry. 

Another wild idea, which may have 
some practical value, was to televise 
via closed circuit—equipment displays 
to cities throughout the country. 

A good many of the more practical 
suggestions that could be applied to 
today’s shows involve distribution of 
exhibitor literature through a central 
ofice set up by show management. 
One idea, with several variations, sug- 
gests that an inquiry card, similar to 
those used in many business publica- 
tions, be made available to show 
visitors. Visitors could then check the 
cards to indicate their interests and 
then show management or exhibitors 
would handle the inquiries. 

From this brainstorming 
arose a feeling that information booths 
staffed by technical experts would go 
a long way to save time for visitors. 
A visitor with a particular problem 
could learn from these experts which 
booths he might visit to find possible 
solutions. 

Along the same lines, a suggestion 
was put forth that personnel at ex- 
hibit booths be informed of what 
other exhibits contained so that they 
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How To PLAN AND Stace MORE 
EFFECTIVE SALES IVIEETINGS AND CONVENTIONS 


Demonstrations of how to coach a speaker 
and how to introduce devices that double 
the [ ess of a sp L 


Demonstrations of how to use live talent or 
dummies with recorded voices of profes- 
sional actors to get over the message. 


- 
Demonstrations of simple skits and role- 


playing ideas to make small or large meet- 
ings more effective. 


vs al \y P's € As 
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Demonstrations of big meeting ideos that 
are adaptable to small meeting improve- 
ment where the budget is limited. 
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CCORDING to Sales Meetings Magazine last year there were held 

approximately 69,000 sales meetings and 22,000 conventions! ‘The cost 
ran anywhere from $1000 for a small sales meeting to $500,000 for a 
large convention. Some of these meetings were an outstanding success. 
others were mediocre and dull—and a few were just a plain waste of 
everybody’s time and money. 


To help executives plan, prepare and present outstandingly effective meet- 
ings and programs, Dartnell has again retained the Theatre For Industry 
group to deliver a fast-moving exciting two-day demonstration on improved 
meeting techniques. Last year when presented in Atlantic City this clinic 
was completely sold out and many registrations had to be turned down. 


This is not a series of talks—but “do-how” demonstrations including many 
inexpensive things anyone can do to make a meeting more exciting, interest- 
ing and effective. It takes care of not only the problem of the large con 
vention but also the small sales meeting. Join us if you possibly can. ‘The 
date—September 24 and 25. The place—The Claridge Hotel, Atlantic 
City, N.J. Write, wire or phone for registration details. 


Some of the Things You Wilk See 
e Demonstration of the BOODLE BARREL—a “take home” idea. 
e Ways to start...stop...and control audience participation. 
e Stage hits right from meetings by Chrysler Airtemp and others, 
e How simple use of lights and music can dress up any meeting. 
e Demonstration of Cellomatic—animated charts for added impact. 
e How “blackouts” are used to punch across ideas. 
e And many more ready-to-use dividends. 


What Others Sag-- 


...we came back with our notebooks “...a sequence of revelations long to be 
full of suggestions we hope to put into remembered. I would like to arrange for 
effect to improve our meetings.” some of our other people to attend the 


next one.” 
—J. N. McGinnis = SG 


FURLONG 
Sales Manager 


General Sales Manager 


“ 


“Your meeting was very much worth- . particularly interested in all the 
a q / , me 

while—so much so that I have urged qa Visual sales features presented meet- 

friend. of mine to attend the next one ig was at tts best when it highlighted 

you stage.” the do-it-yourself factors.” 


—H. H. Orway —C, I. WARNEKE 
Asst. Gen. Sales Manager Promotional Director 


To Be Held September 24 and 25, 1956 in Atlantic City, N. J. 


For Registration Details, WRITE OR WIRE 
E. H. SHANKS, Executive Vice President 


THE DARTNELL CORPORATION! 
Ravenswood and Leland Aves. 
Chicago 40, Illinois 
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or 
personalized 
exhibits 


Messmore & amon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
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A WORLD OF 
ENTERTAINMENT 


“ong 


Dramatized Sales Presentations 
Anniversary Productions 
Concert Attractions 
Variety Shows 
Orchestras 


HOWARD LANIN 
MANAGEMENT, INC. 


NEW YORK PHILADELPHIA 


113 West S7th St 101! Suburban 
Sta. Bidg 


GROUND RULES for brainstorming were explained by Editor Robert Letwin. Doris 
Colligan, secretary, recorded all ideas offered—both wild and practical suggestions. 


RELAXED BUT INTENT, John T. Fosdick, Frank 


Yeager and Bernard B. Green listen to sug- 


gestion of Walter L. Benz while mulling over ideas occuring to them, Everybody contributed. 


DURING BREAK, OEnone D. Negley discusses session with Rod Greiner, Belmont Corn, Jr., 
and William S. Orkin. Experts were pleasantly surprised at number of ideas brought forth. 


visitors to find 


might better assist 
what they are looking for. 

European techniques were discussed 
at this brainstorming session as hav- 
ing possible application in America. 


These include use of two-decked ex 


hibits with level 


hibitor conference areas, and all island 


upper used as ex- 
displays to offer greater aisle exposure 
for displays. 

An area that received much atten- 
tion was booth personnel. Productiv- 
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Anyway You Look At It 

the MORRISON has the 

finest facilities for any 
show or convention 
regardless of size! 


FACILITIES FACILITIES 


MEETING MEETING DINING MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY ROOMS CAPACITY CAPACITY 
LOWER LOBBY 
4 SECOND FLOOR P 

Terrace Casino 2000 Parlor E 46 floors 
MEZZANINE Parlor F 0 

otillion Room ( 0 Parlor G C 4 

Embassy Room C Walnut Room 

Burgundy Room C Venetian Room 

Hollywood Room 10 THIRD FLOOR 
FIRST FLOOR Madison Room 

Constitution Room 200 ibition Hall 000 sq. ft 

Ballroom & Balcony : 7-29-32- 50 e 35 each 

Parlor A8& 25 90 

Parlor B C 528-30-32-34-36 > 30 each 

Parlor C 0 605 35 

Parlor D ] Penthouse (42nd floor) 45 

Ballrooms & Parlors 

Converted to 1 unit 1350 


»THE WORLD'S TALLEST HOTEL 


Business meeting, big show, convention of any size—the Morrison offers facilities that 
are second to none in all Chicagoland! The Function Room Floor accommodates 
parties of 50 to 2500. 900 Exhibit Rooms and the Exhibit Halls offer space 


for 1250 individual exhibitors. And all exhibition hall space is air con- 


ditioned for your comfort. 1867 guest rooms, most of which are 


air conditioned; superb banquet facilities; and the convenient 


location in the heart of shopping, business and entertainment 


re ee eee eee ee ee 
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centers make the Morrison a standard to aim for during your 


next show or convention—regardless of size. 


You'll get more done when you get together 
under one roof... the Morrison’s! 


Wm. HENNING RUBIN, Pres., JOHN B. GRANDE, Gen. Mgr., W. F. PUFFER, Dir. of Sales 
TELETYPE CG 1685 FRanklin 2-9600 


a 


A cupiann Meal 


MADISON AT CLARK . CHICAGO 
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WHY MORE AND 
MORE CONVENTIONS 
GO TO PUERTO RICO 


Easy to get to. No red tape to snarl 
your plans. No passports. No cur- 
rency or language problems. And you 
can be there in less than 5% hours by 
air from New York—4 from Miami. 


IDEAS FOR SHOW MANAGEMENT 


Put more information in printed directories: indicate new products to be 
displayed. 
Staff information booth with technical personnel who can direct visitors te 


exhibits that cover visitor's interest. 

Screen visitors better so that exhibitors have more time to devote to bona- 
fide visitors. 

Establish conference area away from exhibits where exhibitors and visitors 
may have private conversations. 

Maintain theater in room near exhibits where industrial films of exhibitors 


Ultra-modern hotels. In San Juan, may be shown. 


you'll find some of the most modern 
air-conditioned hotels in the world— 
with plenty of meeting rooms and 
capable convention staffs. Exhibit 
space is plentiful too. 


Hold pre-show orientation for all exhibit personnel so that they know what 
is in the show. 

Identify new products via ribbons or labels and uniformally list features 
that make them "new". 

Have complete floors posted throughout show with arrows to indicate 
Glorious climate. Temperatures stay “you are here." 
around the balmy 70s all year. It’s 
like eternal Spring! 


Use bigger type on visitor and exhibitor badges. 
Police” show to insist visitors always have badge visible. 
Have special badge for exhibiting company personnel that are not in 


Fun for everybody. Superb swimming, sg a 
attendance to man booth but to visit exhibits. 


big game fishing, tennis, racing, base- 
ball and golf. Fascinating night life. : . 
Wonderful mountain scenery. Why to his office for him. 

not plan to tour the whole lovely Display all literature being offered at booths. 

le, ees aomeailen © Literature of all exhibitors might be listed and coded on back of program 
5 book so this page may be checked and deposited in box by visitor. 
Erect signs at beginning of each row of exhibits to list exhibitors in row. 
Mail notes on clinic sessions to each show registrant. 


Set up mail room where literature gathered by visitor will be mailed back 


Write for new color brochure to Box 
SM5, Economic Development Admin- 
istration, Division of Tourism, Com- 
monwealth of Puerto Rico, 579 Fifth 
Ave., N. Y. 17, N. Y. 


Have larger and better manned check rooms. 

Use conveyor belt in check room to speed service. 

Use coat racks with individual locks and check keys. 

Announce highlights of show via loudspeaker system. 

Have daily publication to point out new and interesting displays. 
Make attendance analysis by occupation, industry, etc. 


America’s Finest Booths 


FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


Require soundproofing material around noisy equipment. 

Use floor covering for entire show to ease walking. 

Set up lounge area for exhibitor personnel. 

Use more prominent booth number identification—on floor or overhead. 
Have message center for visitors. 

Change booth shapes to create more aisle exposure. 

Use color code on badges to indicate industry or line of visitors. 

Give visitors coded cards to be punched by exhibitors so that information 
can be mailed to visitors after show. 

Have telephones in each booth through central switchboard so visitors can 
make appointments with booth personnel. 

Include visitor's function as well as name and job title on badge. 

Ask visitors for opinions of show and ideas for improvement: learn what he 
looked for and didn't see and what he liked best. 

Indicate on show badge or registration card how many past or similar shows 
visitor attended. 


ity of a visitor’s time is linked closely 
with the quality and training of per- 


for each show, a ready fund of new 
ideas to improve each show should 


are 


2304 PACIFIC AVE., ATLANTIC CITY, N. J. 
Phone 4-3942 


Complete Show Decorating and 
Display Installation Service 


© DRAPES © FURNITURE © SIGNS 
© BOOTH EQUIPMENT 


sonnel at exhibits that he visits. Un- 


less company representatives in a 
booth are technically and _psycho- 
logically prepared to be of genuine 
assistance to show visitors, all other 
efforts are fruitless. 

Based on the experience of this first 
brainstorming session to solve trade 
show problems, it appears that this 
creative thinking technique would be 
valuable when applied to individual 
shows. If show management would 
stage a think-shop session of exhibitors 


develop. 

To make these sessions productive, 
however, show managers would have 
to use the creative imagination tech- 
niques (see p. 32) in preference to 
the usual exhibitor advisory meetings 
now popular with many shows. 

For the experiment in creative 
imagination applications to show prob- 
lems, these show experts participated : 

H. H. Howry, exhibit manager, 
American Can Co.; Rod Greiner, as- 
sistant national advertising manager, 
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PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and your 
family at the glamorous Caribe Hilton in colorful 
San Juan ... only three hours from Miami, five 


hours from New York. 


Here, in an exchanting island setting, you wil! en- 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing, 
sailing and playing tennis. Evenings you'll dine and 
dance in the gay Club Caribe. The air-conditioned 
Caribe Hilton has 300 rooms, each with bath and 
ocean-view balcony. A new wing with 100 rooms will 


be ready in December 1956 
Plan now to visit The Caribe Hilton! 


Travel does 


or currency ex 


After your Miami convention is adjourned 
vacation at the Caribe Hilton 


A Grand Award for Salesmen .. . it’s a 
real sales incentive to spark any contest 


quota. SAN JUAN + PUERTO RICO + USA. 


( ion or literature: Josepb 7. Case, Sales Manager, Hilton Hote Interna 
The Waldorf-Astoria, New York 22, N. ¥., Telephone MUrray Hill 8-2240 


and make every man double his 


When you meet and greet in 


\ MUSKOKA AREA 
LAURENTIANS 
WINNIPEG TORONTO MONTREAL 
. eS _. 


° * M@ HALIFAX 
QUEBEC 


BOSTON 


we F NEW YORK 
CHICAGO @ CLEVELAND 


© ATLANTIC CITY 


you I! appreciate TCA‘s speed and service 


The colourful cities and resorts of Express services by luxurious Super Con Fly TCA your quick, easy way TO 
Canada are just a few hours away — stellation link Montreal, Toronto Winnipe g AND ACROSS ALL CANADA ~ now 
less than a day from any large U.S. city. and Vancouver. Services by Viscount quicker, more convenient than ever! 
TCA directly serves New York, Boston, — the world’s first turbo-prop airliner, intro- 


Windsor, Chicago duced to America by TCA vive fast, SPECIAL FARE REDUCTIONS AVAILABLE FOR 


Cleveland, Detroit 
GROUP TRAVEL 


Tampa-St Petersburg, Seattle-Tacoma smooth flying on inter-city routes, on 
Connecting TCA services wing you routes from the U.S.—on Canadian inter- ae 
swiftly east or west, clear across Canada. city and trans-Continental routes New Y 


(ty) TRANS-CANADA AIR LINES 
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CINCINNATI’S tarcest 


AND LEADING 


CONVENTION HOTEL 


HERATON-{ ;IBSON 


Complete Convention Facilities 


1,000 SLEEPING ROOMS 


90% AIR CONDITIONED 
ALL WITH RADIO 


24 Meeting Rooms ranging in 


capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 


e@ Offers new approach to conven- 
tion success 

e Greatest concentration of new 
hotels in the world 

@ 29,000 hotel rooms 

@ Fine restaurants 

@ Famous shopping centers 

@ Delightful weather year-’round 

@ Reduced rates for spring, 
summer and fall conventions 


For information, write: Tom F. Smith, Dir. 
Miami Beach Convention Bureau, M ipal 
Building, 1700 Washington Avenue, Miami 
Beach 39, Fla. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


>> 
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IDEAS FOR EXHIBITORS 


Identify booth personnel clearly; indicate title and function. 

Define show objectives early in planning and include top management in 
planning. 

Better booth personnel management should start with complete instructions 
which should include advice to act alert even when there is little show 
activity. 

Booth personnel should be on time; and hours on and off duty should be 
moderate and consistent with maximum efficiency. 

Don't plan to have sales meetings and exhibiting at same time in order to 
prevent extra pressure on personnel. 

Use bigger type for copy in your display. 

Select and use models judiciously (good taste and efficiency are prime 
considerations). 

Provide sufficient seating for business discussions between visitors and booth 
personnel. 

Use product demonstration as much as possible. 

Keep demonstrations at rear of booth to prevent human barrier in front. 
Use recorded sound to tell complete and accurate product story. 
Enlightened visitor discussions should be recorded on tape. 

Maintain better control of follow-ups of show visitors. 

Evaluate show audience carefully to ensure your exhibit approach hits 
directly at visitors’ problems. 

Supply foam rubber mats for booth personnel to stand on. 

Create sitting room in rear of booth for personnel relaxation and private 
conversations with visitors. 

Make better utilization of cube area of booth. 

Display and identify ali literature you have to offer. 

in addition to company name at top of exhibit, include product identifi- 
cation and major features. 


IDEAS FOR VISITORS 


Plan visit well in advance and read about exhibit highlights in industry 
publications. 

Allow adequate time to see everything that may be of interest and profit 
to you. 

Don't waste time collecting souvenirs nor standing in line for giveaways 
of no practical value to your business mission. 

Wear badge conspicuously; identify yourself and problem quickly to booth 
personnel so that the best informed man can be directed to you. 

Learn what hours of show are less active and plan your visits then—when 
booth personnel can devote more time to your problems. 

If retention of facts is important, take along a small tape recorder to have 
record of conversations. , 
Carry small rubber stamp with name, company and address to speed filling 
in request-for-literature cards. 

Make appointment to see experts in booths in advance. 

lf your company has wide interests in the show, bring along others so each 
can specialize in information to be gathered. 

Don't bring relatives into show and expect to make your visit productive. 
Bring an indexed portfolio to file literature that is important to you. 

Use notebook divided into product interest so that notes can be entered 
systematically and clearly. 

Don't lounge in an exhibit booth. 

Don't lend or borrow a badge. 

Don't plan too many extra-curricular activities around your show visit if 
you plan to be an efficient reporter and astute buyer for your company. 
When you make a purchase as a result of a show visit, make sure you tell 
the seller. This will induce him to do a still better job as an exhibitor. 


The Borden Co.; Belmont Corn, Jr., 
president, ‘he Displayers, Inc. ; Wil- 
liam S. Orkin, president, Orkin Ex- John ‘T. Fosdick, director, John 
positions Management, and president, 
Exposition Management Assn. ; Leslie 
president, Ivel Construction 
Corp.; Bernard B. Green, sales man- 


publication manager, Research & 
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OEnone D. Negley, executive sec- 
retary, Exhibitors Advisory Council; 


Fosdick Associates; Walter L. Benz, 
gineering; and Frank Yeager, man 


aging director, National Hardware 
Ivel Construction Corp.; Show. The End 


Fly NATIONAL to your FLORIDA convention 


Tops in travel to the tops in meeting sites 


\ The only 
| ) A RADAR - SMOOTH 
A i FLIGHTS 


( 


te Y = to and from Florida! 


got 


ad peer Aro ¢ 
MIAMI i He DCTB, DETR Stars — 
- a Q Aor as ’ oa 
Bea world’s fastest airliners, 


Pa reinmont ¥ 
PALM BEACH rirtsaurcn = 4 Ry world-famed luxury 


WASHINGTON 


JACKSONVILLE atc mann = ~¥& Swift, luxurious DC-6B Stars 


SAN FRANCISCO OC manag * NORFOLK 


TAMPA ; ie —%& Economical club coaches 
ST. PETERSBURG a ar, a * Fast, modern Convair-340's 


| NO-CHANGE-OF-PLANE 
| JACKSONVILLE SERVICE BETWEEN 
EL PASO lia a FLORIDA 
aes and 
TEXAS & CALIFORNIA 


Tradewinds and DC-6B coach 
» in cooperation with Delta and 


pas 2 “ESE € American Airlines 
NATIONAL = y GREAT LAKES 


AIRLINE OF THE STARS In cooperation with Capital 
Airlines 


FLY 
— = 


For additional information: Write or call Convention Manager, National Airlines, Inc., 3240 N.W. 27th Avenue, Miami, Florida 


Put PLEASURE on your program 


Choose GALVES 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for 
swimming and sunning. 

In addition to hotel meeting rooms, 

lous Pleasure Pier has 36,000 sq: 

exhibit space and an air conditioned 

room, ideal for meetings, banquets gid 


AFFILIATED NATIONAL HOTELS 
MOTEL esis " Mobile HOTEL STEPHEN ssn oe 
tote Ae eet pore eoweNOOD ae 
INDIANA TEL COR! soci. iia Pe ; ? f 38 *LAFITTE HOTEL 
HOTEL CLAYPOOL --+-Indignapelis HOTEL BUCCANEER .......-.- Gover, aaa sid per’ : - A 7CORONADO COURT HOTEL 


LOUISIANA 
. ..New Orleans 


JUNG HOTEL .. 

HOTEL DESOTO 
NE 

HOTEL PAXTON 


NE 
HOTEL CLOVIS 
VIRGINIA 
SOUTH CAROLINA ‘AIN LAKE. Mouniein Loke 
Nertolk 


= ye fase 
rom li ea SE SER gs ATED NATIONAL HOTELS 


NEW YORK—Murrey Hill 66990 'WASHINGTON—Executive 346481 — ‘a es 
CHICAGO —Mahews 45% CD CBN Television or radios in guest rooms 


COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASURE 


“ 
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For 
HIGHLY 
SUCCESSFUL 
MEETINGS 


high point im 


IN THE PICTURESQUE 
POCONO MOUNTAINS 


@ All rooms with private bath and ‘phone 
® Accommodations for 150 people 
© Large variety of modern meeting rooms 
@ Unexcelled Pennsylvania Dutch Food 
© 16mm sound movie projector and screen 
@ Public address system 
@ Panels and blackboards 
© Raised speakers platform with rostrum 
@ 2” x 2” and 35mm kodachrome 

slide projectors 
@ Easily accessible by car, 

bus, rail or air... 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses 
deck tennis ee ae 


aaa 


2 swimming pools 


badminton 
shuffleboard hy 
horseback riding v 
archery 
billiards 
” sun bathing 
—~ croquet 
Ze be table tennis 
Ti i QR horseshoes 


SY ) mountain hiking 
——we indoor games 

putting green 
outdoor barbecues 


For full information and brochure, write: 


Chas. D. Geissinger, Managing-Owner 


Iniqgh. 
point 
1M 


Mount 
Pocono 51, 
Pennsylvania 


Because You Can't Anticipate Exact Response... 


Your Planning On-the-Spot 


Program Change Is Valuable 


More flexibility! That’s the trend 
in two- and three-day meetings. More 
and more planners come prepared for 
on-the-spot changes—changes in pro- 
gram, variations in type of session and 
meeting methods. They even encour- 
age change — but they plan for it 
beforehand. 4 

Inviting chaos? Abandoning leader- 
ship? On the contrary, their results 
seem to show more interest and atten- 
tion to the subject by members—even 
a strengthening of the leadership be- 
cause it shows itself to be adaptable 
to new situations. 


Main Purpose 


Main purpose for flexibility, as so 
many of us have discovered, is that we 
just can’t predict beforehand what 
the best course should be for a series 
of sessions which will run for two, 


*New York City 


BY HUGH A. GYLLENHAAL 


Senior Associate, Conference Counselors* 


| Flexibility pays dividends for meeting planners who get 
| fast, accurate feedback from their convention groups. 


three, four or more days, no matter 
how carefully we plan. Even when 
we get a lot of facts beforehand about 
our objectives, members’ needs, etc., 
and carefully tailor the program to 
these requirements, the situation can 
change abruptly. 


Different Subjects 


As the sessions progress, certain 
subjects are covered surprisingly 
quickly, others turn out to be far 
tougher and more time consuming. 
Different communities of needs or in- 
terests develop in the audience. (‘They 
will work better if divided into sub- 
groups.) An engineer’s speech doesn’t 
answer all the technical questions the 
salesmen have. (An additional ses- 
sion is called for with the use of a 
panel or question-and-answer _ ses- 
sion. ) 

It seems clear that for many longer 


Do welcome all comments and reactions 
on the basis that you're glad to get 
them—whether favorable or unfavorable. 


Do try to get reactions from known 
gripers; they often will speak for the 


less verbal elements. 


Do make it plain that audience sugges- 


tions are not binding on planners. 


Do establish certain times for getting 
feedback. Keep it fairly formal until it's 
"in the bloodstream.” 


How to Use Feedback Mechanisms 


Don't try to defend or explain program 
when getting feedback—try to under- 
stand what they say. 


Don't get accustomed to getting re- 
actions from those who always volun- 
teer. They may be telling you only what 


you want to hear. 


Don't ask for reactions or suggestions 
where they lack sufficient background to 
react. Think in terms of what they know. 


Don't overdo it. You can lose their con- 
fidence if they think you have no plan 


of your own. 
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meetings we can confidently predict 

the need for changes. And yet, when Radio Corporation of America 

we do make program changes, we Dept. G-275, Building 15-1, Camden, New Jersey 
often make them reluctantly — only 
after the need is painfully obvious to 
all. Then, we feel defensive about 
changing and blame ourselves for 
making a planning error. 


Please send me the complete story on RCA 400 Senior and 
Junior Sound Film Projectors; RCA Magnetic Recorder-Projectors. 


Try Feedback 


If you have even been in this posi- 
ion and felt this way, try applying 
the principle of feedback to your next 
meeting—it might help! 


ee The meeting starts at 2... 


TARGET we're set to sell with 
/ our RCA 16mm Projector 99 
/ ‘* 


MISSILE 


Mechanism 


Is y Feedback 


GROUND CONTROL 


Essential to the performance of a ' : ’ ‘ 

guided missile is its tiny feedback There’s a man headed for a successful meeting . . . with an RCA 
: Projector right on the selling job. Projectors engineered by RCA 

do the most for your product story every time. Clear persuasive 
pictures roll with sound that has all the life of the original. 
* ~eas Sit) And despite its professional performance, the RCA Projector is 
W ith this information, the missile’s simplified enough for an amateur to operate. From fast set-up 
direction can be corrected by ground through exclusive Quick-Easy threading to flipping the switch... 
control, and guided toward the tar- the show’s on the screen in minutes. 
get. Without feedback, the missile 
would be “flying blind.” 


mechanism which sends frequent mes- 
sages to the ground control — telling 
control its exact present position. 


RCA Projectors go right on performing quietly with dependable 
RCA quality year after year. You can choose from these lightweight 
portables: single-case Junior, the dual-case Senior or the 

For Series of Sessions Magnetic Recorder-Projector ... all backed by nation-wide service 
facilities. RCA Audio-Visual Dealers have the expert knowledge to 
aid your selection of the right projector. To locate your Dealer 
quickly, look in the Classified Directory under “Motion Picture 
applied to your meetings, too par- Projectors,” or we'll supply his name and a helpful brochure 
ticularly to a series of sessions. If you when we receive the coupon above. Get in touch . . . today! 


Feedback, as a principle, can be 


think of the meeting group as the mis- 
sile, your objective as target and yout 
self as ground control, you need to get AUDIO-VISUAL PRODUCTS 
frequent accurate feedback from your 
i] 4 
eee tae are ReA RADIO CORPORATION of AMERICA 
stands in relation to your objective @ CAMDEN, N. J. 
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One good look will tell you.. 
best buys in sight... 


a-Lite 


the world's most complete fine of screens . . . 
and the standard by which all others are judged. 


Da-Lite Model B* 
New wall and ceiling screen at a budget 
price! Goes up in seconds. White Magic 
glass-beaded fabric, mildew and flame-re- 
sistant 

30” x 40” — 72” x 96” 

$13.50 — $70.00 


Da-Lite Motor-Roll* 
Electrically operated, complete with auto- 
matic safety stops! Shipped ready to hang, 
plug in and operate. Unrolls and stops 
automatically! 
6’ x 8 — 12’ x 12’ 
$220.00 — $280.00 


Da-Lite Hilo” 
World's only A-V 
“Push-Button” screen! 
Can be set from 14” to 
18” above floor. White 
Magic fabric, mildew 
and flame-resistant! 


D> 50” x 50” — 70”x x70” 
$35.25 — $54.00 


For better, brighter slides and movies, 
see Da-Lite—from $3.50 to $690.00. 


Mail today for free booklet! 


No obligation! 
*Trade Mork 


Pertection in Projection Since 1909 


» Da-Lite Screen Co., Dept. S.M.7 
2711-23 N. Pulaski Road 
Chicago 39, Illinois 

Please send me my free booklet! 

Name 

Organization 


Address 


OBJECTIVE © 


MEETING GROUP 
foal 


Feed back 
Mechonism 


MEETING PLANNER 


for it. With this information you can 
make rapid adjustments toward tar- 
get. 

But you 
“feedback 


they ? 


need to build in some 
mechanisms.”” What are 


Mechanisms 


Let’s give this label to any of the 
means — pre-planned or otherwise — 
whereby you find out as quickly and 
accurately as possible 


during the 
sessions st 


—- “How are we doing?” as 
a meeting group. 


impact!... 


... jolts the 
mind, fires the imagination, 
strikes the spark that ignites 
enthusiasm! 


indecisive 


A Floats, Inc. designed sales 
meeting or trade-show ex- 
hibit drives home your ideas 
with the full impact of 
modern, dynamic showman- 


ship! 


Before your next exhibition 
or sales meeting, contact 
Floats, Inc. for an imagina- 
tive approach to your pres- 
entation problem. 


Write for our “Exhibit and Dis- 
play Check List”. No obligation. 


FLOATS, «ac. 


2107 Chico Ave., El Monte, Calif. 
700 Montgomery, San Francisco || 


Feedback Mechanisms 
To Tell 
“How're We Doing?" 


Post Meeting Reaction Form: Dis- 
tributed at end of each session, 
might ask: How did we feel about 
session? How helpful? Why? 
What should we do next? Or 
might ask for reactions on spe- 
cific technical content. 


Periodic Interviews: A _ selected 
sample of members is interviewed 
once or twice a day, either asked 
to “free-wheel" with general re- 
actions or asked specific ques- 


tions on program. 


Committees: A team instructed to 
conduct informal interviews dur- 
ing breaks, at lunch, etc. Report 
findings periodically to a central 


source. 


Reactor Panels: Members selected 
at random from audience to dis- 
cuss “how're we doing” before 
total meeting. Could be _ inter- 
viewed by chairman. 


Chairman: In variety of ways, chair- 
man can test his communication 
with audience. Informal, relaxed 


atmosphere is vital. 


For example: You can ask your 
audience, “Am I communicating?” 
You can have a panel discuss its re- 
action to a speech. You can circulate 
reaction slips at the end of a session 
or hold informal interviews. - All of 
these are feedback mechanisms. 

Through the use of these various 
means as a regular, routine, expected 
part of the procedure, you can keep 
yourself, at all times, sensitive to your 
and stay in- 
formed as to where the meeting group 
has progressed in relation to objec- 
tives. Only with accurate continuing 


audience and its needs — 


feedback, such as these ‘““mechanisms”’ 
can provide, can you make intelligent 
adjustments in the program to guide 
your meeting group “on target.” 
This provides a scientific reason for 
more systematic planning-for-change, 
planning for the inevitable on-the- 
spot alterations in a program. A flexi- 
ble, adaptable program based on the 
use of fast, accurate feedback, can be 
an impressive example to the partici 
pants of a management that is on its 
toes both in relation to its neonle 
and to its targets. The End 
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Unless You Screen Show Leads Carefully .. . 


Quantity Can Be Dangerous 


Small exhibitor learns how to maintain good relations 
with distributors via merchandising exhibits and special 
inquiry follow-up system. Exhibit help for distributors pays. 


Based on an interview with 


ALDRED W. SCOTT 
Advertising Manager, Standard Pressed Steel Co.* 


‘There’s danger in aiming for quan- “We now strive for quality of in 
tity alone when appealing for visitors quiry,” says Aldred W. Scott, adver- 
; OR Tig. te OSE : 

it your booth in an industrial show. tising manager, Standard Pressed 
* Jenkintown, Pa. Steel Co. “When you ask distribu- 


TABLOIDS are distributed at hotel and ASTE Show entrance. 
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/ 
© . . ? 
Virginia’ Best 
Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 


Managed and Tastefully - Appointed 
Hotels. 


te! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, eon mela 
lebby fleer, seats up to 1,000. 


AIR-CONDITIONED Patrick Henry-Stonewall 
Jackson Room (600). 
AIR-CONDITIONED George Wythe Room (150). 


ROOF GARDEN accommodates 500. 5 additional 
AIR-CONDITIONED CONFERENCE ROOMS. 


500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


FOR RESORT CONVENTIONS 


ae 


4! Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 

AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Roof Garden 


300 Beoutifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 

250 Rooms. Rates from $3.50 
HOTEL RICHMOND 

300 Rooms. Rates from $4.00 
HOTEL WM. BYRD 

200 Rooms. Rates from $4.00 


PAO MAM UMMM MOU CU UA ULL 


Write for FREE, Interesting Brochure, 
Giving Full Convention Facilities in De- 
tall and Floor Plans! 


MMMM ANA 10n 


MM TL CANTER LLL ALLOA LAL 


AL 


a 


[Lorson 


y 


ATLANTIC CITY, N. J. Aotel 


Outstanding Facilities 
at Sensible Prices 


1f you plan te hold « convention or sales 
meeting in Atlantic City, it will pay te 
lnvestigate the facilities at the Jefferson 

. Atlantic City’s leading moderately 
priced hotel, Famous for its excellent 
culsine and outstanding facilities, the 
Jeflerson's completely trained convention 
staff is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

@ 468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 


For complete details and information 
for future bookings, write, wire or 
telephone Charies A. Fetter, General 
Manager. 


Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 


LOOKING FOR 
A LOCATION 
THAT’S UNIQUE? 


Here is a Magnificent 
Tropical Island Paradise 


Just 18 minutes from the heart of 
Miami. Delightful seclusion without 
remoteness. Unexcelled Services .. . 
Cordial Hospitality. Air-conditioned, 
Diversified facilities. Picturesque, 
sporty 9-hole Pitch ‘n Putt Golf 
Course overlooking the Atlantic 

. described by Golfdom 
Magazine as one of world’s finest. 
Miles of secluded beautiful white 
sand Beach. 4 Championship Tennis 
Courts . . . Shuffleboard. 2 Fresh 
Water Swimming Pools. 


Ocean .. 


Your Group is held together . . . work 
together... live together . . . play 
together on a delightful Resort-estate. 


Te lephone or write for ¢ omplete information 
Alan Bland, Director of Sales 
Bob Neale, Managing Director 


Complete with 
everything necessary 
for Successful...Happy... 
Group Functions 


KEY BISCAYNE 
HOTE: AND VILLAS 
300 Ocean Drive * Key Biscayne * Miami 49, Fla. 


Telephone Miami 814-5431 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


t's BUSINESS back in the Capital—To catch 


Cc any and Association 


this sew optimistic note—te give year 


Meetings and Exhibits the added zest ond sparkle of the sew 


Washington enthusiosm—pian your activities at The Shoreham. 
Few national meetings cre too lorge for our facilities . . . certainly none Is tee smell 


for careful and considerate attention. 


L. GARDNER MOORE—Manager 
JOSEPH W. ELLIOTT—Sales Manager 


SHOREHAM 


Connecticut A venue at Cakert Street 
Waeingion 8, D.C. 


tors to follow up a quantity of leads 
picked up at a trade show, and most 
of them turn out to be curiosity seek- 
ers rather than prospects, you make 
distributor salesmen unhappy. 

“Because our distributors carry 
many lines and products, we can’t 
expect them to make non-productive 
calls. If we did, we should soon find 
that they would stop following any 
of our leads at all.” 

Instead, SPS salesmen in an ex- 
hibit booth analyze each visitor’s in- 
terest and only fill in follow-up cards 
on those that fit prospect status. Thus, 
when SPS _ distributors (between 
1,100 and 1,400) receive leads from 
SPS exhibits, they know they have 
screened prospects. 

Not only does booth personnel 
screen for prospects, but all leads are 
checked by SPS home office and dis 
trict sales managers before being sent 
to distributors for follow-up. 

Another view held firmly by SPS 
is that good relations must be estab- 
lished with key people who are in- 
volved with trade show management 
and services. “I never miss an exhibi- 
tor meeting,” says Scott, “because it 
gives me an opportunity to know the 
show manager.” He also makes it a 
point to become friendly with all 
service contractors. 

“Good public relations is indispen- 
sible to swift and trouble-free erection 
and dismantling of our exhibits,” 
Scott points out. “By knowing key 
men personally, we are in a better 
position to get what we want when 
we want it. We are not simply a 
company name on a service order pad 
but a friend. This often makes the 
big difference in coming out of an 
emergency unscathed—such as when 
our exhibit disappeared in transit and 
last-minute improvisation was neces- 
sary.” 

To establish good relations, Scott 
knows when to back down in favor of 
a request from a key man. For in- 
stance, if a show manager asks 
whether he can change the location 
of an SPS booth to solve a particular 
problem, Scott tries to go along. “It 
pays in the long run,” he says, “‘be- 
cause the difference in location seldom 
adversely affects our efforts. Our 
willingness to help out a manager, 
however, pays big dividends when we 
need a favor or special consideration.” 

SPS is not a big exhibitor. Aver- 
age schedule calls for five shows a 
year. However, SPS is happy to sup- 
ply exhibits, and often personnel, to 
its distributors for participation in 
local shows. 

“We like local shows,” says Scott. 
“Tf a distributor is willing to invest 
his money for space and personnel to 
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stimulate his sales, we know our co- 
operation will result in greater sale 
of our products.” 

To fill distributor requests, SPS 
maintains three self-contained exhib- 
its on hand plus conventional exhibits 
used in past years. The company buys 
well constructed display material so 
that it will stand up under many 
uses. It finds shipment of exhibits in 
padded vans solves many transporta- 
tion problems encountered in the past. 

SPS has learned to analyze its 
show audiences with special care be- 
cause visitors at some shows are avid 
to learn and at others they border on 
the apathetic. When visitors are 
especially enthusiastic, part of the 
exhibit’s job is to cull the genuine 
prospect from the mass of information 
seekers. At a show where visitors 
are less responsive, more “sell” has 
to be designed into the exhibit and 
booth personnel has to be trained to 
handle disdaining passersby. 

An important function in person- 
nel training is the pre-show “dry 
run.” Day before show opening, or 
morning before opening, booth per- 
sonnel assembles at the booth for a 
~ briefing and trial run through dem- 
onstrations. ‘This is necessary because 
many salesmen never see the exhibit 
before this practice session but must 
be conversant with everything in the 
booth when the show doors open. 

SPS merchandises its exhibit par- 
ticipation to customers, prospects and 
its distributors. It makes invitational 
mailings to customers and prospects 
in advance of its show participation. 
It runs advertising which uses show 
participation as a theme. (An exam- 
ple is its full-page advertisement in 
Industrial Distribution, April, 1956, 
to point out to distributors what SPS 
show participation means to them and 
how SPS would cooperate with dis- 
tributors in their show activities. ) 

For the American Society of Tool 
Engineers Show in Chicago, SPS 
produced a four-page tabloid, “SPS 
Show News,” which offered high- 
lights of SPS’s exhibit, some facts 
about the show and a floor plan to 
show SPS booth location. This tab 
loid was remade for use at Institute 
of Radio Engineers Show, New York 
City, and Design Engineering Show 
Philadelphia. 

Keyed to theme of miniaturization 
SPS’s tabloid was hawked outside the 
ASTE Show and delivered to hotel 
rooms. In New York City, where 
laws forbid distribution outside, SPS 
delivered papers to hotels and from 
its booth. For Design Engineering 
Show, where local laws also forbid 
outside distribution, SPS Show News 
was mailed’ in advance to a list of 


17,000 product engineers. 
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sales meeting ahead ? 


You'll be ahead, too, if you 
let the Braniff Convention 
Bureau take care of all your 
transportation problems. 
We're old hands at this 

sort of thing. 


Just pick any city in the U.S.A. 
—from Canada to the Gulf, 
from coast to coast—and we'll 
do your travel planning 
chores, for one, six or a small 
army of conventioneers. 


Same goes for get-togethers 
in Latin America—where 
Braniff serves eight countries 
Our central control system 
handles space to anywhere on 
Braniff routes or connecting 
airlines. No charge. Get in 
touch with us now. 


BRANIFFE 
AIRWAYS 


. Write: Convention Bureau, Braniff International Airways, Love Field, Dallas, Texas « 


DALLAS SPOTLIGHT ON FUN! 


Good meetings are even better in a city of gala enter 
tainment and few cities can boast the variety and 
consistent high quality of Dallas’ year-round amuse 
ment program. A large part of it emanates from State 


a ee 


Fair Park, where Texas-sized, air-conditioned exhibit 
halls and auditoriums set up some of the nation's most 
successful conventions and trade shows 


There’s the world-famous State Fair Musicals and 
Margo Jones’ Theatre-in-the-Round; annual appear 
ances of the Metropolitan Opera, the Ballet Theatre 
and latest road shows; Cotton Bow! football; a fun-filled 


ng eg Bet B ia weet cess ee 


Midway. Downtown hotels and supper clubs feature 


Pe Ce ee eee. 


the nation’s foremost nightclub entertainment, to name 


PP id 
até 


just a few of Dallas’ many attractions 


Fa 
f 


«<r 
- 


Plan now to display your next trade show at State Fair 
Park, spectacular showcase of outstanding meetings 
and stellar entertainment! 


STATE FAIR OF TEXAS 


llustrated booklet on facilities, write James H. Stewart, Exec. Vice President and General Man- 
State Fair of Texas, Box 7755, Dallas 26, Texas 


The Finest Canadian 
Year-Round Resort 


THE ALPINE INN 


and COTTAGES 
A Cardy Hotel 


~~. 52 MILES NORTH OF MONTREAL 


Canada's only completely | Telephone in each room 
air-conditioned Resort Hotel | ®ed”°0m occupancy: 205 

ite Dining Room seating capacity: 212 

offers the finest facilities for | Meeting Rooms accommodating 110 and 280 


your Meeting and Conven- P. A. System throughout the Building 
tion Projector 16 MM 
” GiftShop—Ping Pong Room 
Music and Dancing Nightly 
For information and _ reservation, apply DOW JONES Financial News Ticker 


THE P i 
Ous. —. Ste. Marguerite Station, Centrally heated and sprinkler protected 


9-Hole Golf Course, Spring-fed Swimming 
New York Representative: William P. Wolfe Pool, Putting, Croquet, Quoits, Tennis, Skat- 
Organization, 500 Fifth Avenue, Tel. LOngacre ing, Ski School, Ski-tow, Ski shop. 

5-1114. Free Parking for 200 cars 


She Crwst of 


JOSEPH MASSAGLIA, JR EXECUTIVE OFFICES 
PRESIDENT HOTEL MIRAMAR 


nore Mivamar & worn Fark Lane | vor Raleigh 


and Bungalows 


SANTA MONICA, CALIF. DENVER, COL. WASHINGTON, D.C. 


WILLIAM W. DONNELLY, Monoger MILTON J. FRAMPTON, Monager JOHN F. SCHLOTTERBECK, Monager 


nore. Utlton Hor.Pranctscant wor Sond 
LONG BEACH, CALIF. ALBUQUERQUE, N. M. HARTFORD, CONN. 


FOY D. SENN, Menoger H. 8 WOOD, Monager GRIFFITH R. DAVIES, Menoger 


noret (4. Rancho HOTEL yo herwyn 
dl Ra M. res Sinat on nore Shen PAC 


MARTIN |. HANKS, Manager JOHN SCHEIBLY, Manager MURREL F. VAUGHN, Monager 


and in HAWAII Unikiki Bilt WOOF € wonowtu 
HOTEL 


RICHARD D. SCHOFIELD, Manager 


MIDWEST HEADQUARTERS + 200 E. Walton, CHICAGO + DE 7-6344 


World-Famed Hotels Television 
Teletype Service 


200 VILLAS. HOTEL ROOMS. APARTMENTS AND PENTHOUSES 


AIR CONDITIONED AND HEATED Ample C mA 


HOTELS __. ee ye ConvenTon oo LAs 68 90 ORAL 


SOO FT OCEAN BEACH 


4 CABANAS 


TWO SWIMMING POOLS 


FRESH WATER 8 SALT Waren 


TWO DINING ROOMS 


Wit COCKTAR LOUNGES 


63-foot yacht at your disposal Park in front of your rc Two major RR stations Golf Tennis - Deep Sea Fishing 
Car rental service on premises Movie and sound equipment —— Planned entertainment Beautiful roof garden & patios 
Direct non-stop major air lines Add:trone! occommodetions available tor extra large comventions Air conditioned meeting rooms 
THE FABULOUS GOLD COAST insures YOUR MOST SUCCESSFUL CONVENTION 
FOR RESERVATIONS GOR COLORFUL BROCHURES PHONE. WIRE OR WATTE FRANK: WiLLiams 
21710 SOUTH OCEAN BOULEVARD TELEPHONE JUSTICE 2-147!) PALM BEACH, FLORIDA 


To make sure that its tabloids did 
not end up on the ground and litter 
the entrance to the ASTE Show, 
SPS employed a man with a litter 
bag to collect any discarded papers. 
This added care is an example of the 
company’s attention to details to in- 
sure good public relations as well as 
merchandising impact. 

About half of the company’s show 
budget goes toward display material 
and the balance for space and other 
costs. —The budget comes out of the 
advertising appropriation. At SPS, 
all exhibits and arrangements come 
under direction of Advertising Dept. 
while all show activity after an ex- 
hibit is set-up is handled by Sales 
Promotion Dept. Exhibit plans are 
developed in Advertising Dept. with 
guidance and final decisions in Sales. 

Exhibit budgets are kept flexible at 
SPS to allow for fast changes when 
new ideas develop among top exe 
utives. This prevents good ideas being 
blocked by budget straitjacket and 
prevents compromise with marketing 
ideas with good potential. 

“Of course, fast changes to accom 
modate new ideas puts a strain on 
us, but it is better to strain to pro 


than to 


duce more effective exhibits 
relax with mediocrity,” says Scott. 
About three months of intensive 
planning goes into each exhibit. 

Concerning space selection, SPS 
finds depth of a booth more impor 
tant than length. ‘For one thing, it 
takes less manpower to staff a deep 
booth than a long ene with the same 
square footage,’ Scott points out. An 
other point in favor of deep booths, 
according to Scott, ‘s that a long line 
of exhibits offer no mystery. “With 
a deep booth, visitors are tempted to 
enter to see what is going on in the 
back. Usually its a demonstration be 
cause we find this the one biggest 
attraction for any exhibit.” 

Scott is an active member of Ex 
hibitors Advisory Council, New York 
City, has been a director and has held 
other offices in the association. “We 
look to EAC,” says Scott, “for con 
fidential information on shows and 
show management which helps us to 
evaluate exhibiting opportunities.” 

In addition to filling about 25 re 
quests from distributors each year for 
exhibit material, SPS offers another 
free service. It invites its distributors 
to use the SPS booth at national 
shows as a headquarters with free 
telephone at their disposal. 

“They use the telephone anyway,” 
says Scott, “so we might as well ex 
tend the invitation formally and capi 
talize on this added offer of coopera 


tion.” 
The End 
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AT LAST! A BUILDING EXPRESSLY DESIGNED FOR TRADE SHOWS 


Yew Yor 


TRADE SHOW! 
BUiITLYDiInN Ge 


EIGHTH AVENUE AT 35th STREET 
4 floors—200 rooms Tunnel to Penn Station 
1 open floor of 18,000 square feet 
Fully air-conditioned 


Adequate facilities 

Restaurant & Beverage facilities—room service 
Acoustical ceilings Free tables, shelving, racks 
5 hi-speed elevators plus heavy duty freight lift Spotlights—special peg-board display walls 
Modern lighting equipment No gratuities for service 
Crew of experienced personnel Nearly 5,000 hotel rooms adjacent 


8th Avenue, 35th to 36th Streets 


7a. ca 6s 
T23564 %.4 


Center of Show Area 


FOR i Write: Duane W. Carlton, New York Trade Show Building, 
INFORMATION 500 Eighth Avenue, New York 1, N. Y. * LOngacre 5-7800 


| For a successful convention 
HEY e WE’RE IN or meeting, see or call 


your nearest 


“SHOW BUSINESS”... 


at the new Coliseum 
in New York 


No, no... we’re not going to put on false faces 
and go tripping over the stage. The ‘‘show busi- 
ness’’ we mean is the 35 million dollar New York 
Coliseum—and all the expositions, trade fairs, 
and displays of every kind that go into it. Since 
the Coliseum opened in May—Railway Express 
has worked closely with many companies in de- 
livering the exhibits and materials they want to 
show in the largest exhibition hall of its kind 
in the world. 

So, whether exhibiting at the Coliseum, or any 
other place in the country, phone your nearest 
Railway Express office. We’ll pick up your dis- 
play materials in areas covered by our vehicle 
service. You can be assured of prompt delivery 
... your displays get ‘“VIP” treatment in transit. 
Our Itinerary Display Service can work out a 
complete schedule for point-to-point movement 
of your display by rail or air express... saves 
you time, money, headaches. 
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d training 
Hamm's 
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tric, East 
pee where it is impractical, ror where Ag 
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oe Ny orn room iMumination for 
desirable 


taking notes. d with adaptations, 
Projec . Plugs into “. am 
strip film © . Easier to operate an oy can be 
volt A. ~oiector- Suitable trial pe west. 
—_ Free brochure on req 

arranged. 


' slides or 


provided a laugh-packed session at Dominion Electric meeting 


DISCOVERY 


As one of our convention guests 


remarked, ‘‘I never knew work- 


ing could be so much pleasure.” Change-of-Pace Theme 
Sparks Ponderous Program 


BY ROBERT SHAFFER 


Sales Manager, Dominion Electric Corp. 


What would you 
dea that injects < ift change ¢ 


pace into a ponderous program and 


oe ees = = ~ | ie in with the theme, of cou 
CHALFONTE ~ HADDON HALL nvolves every member of the audi was the 


customary presentation 


omplete new line of Dominion prod 
this technique had an added bonus ucts—trz appliances. But a sec 


ondary tie-in centered around the fact 

between company, field salesmen and that—in contrast to previous meet 
; I 

EXECUTIVES their wives. could you use it? 


1 meeting elop and it surpassed anything ever 


create a mid-meeting lift. 


‘nce with wholesome humor? And 
on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippir 


». for 66 years 
Write for 


=e eel of developing good human relations 


it! ngs—Dominion representatives w 
Dominion Electric Corp., Mans encouraged ‘to bring their salesmen. 
J. H. LIPPINCOTT, JR. « E. D. PARK field. Ohio, 1 ed the room th a I his called for more detailed resumes 
ELLSWORTH SOOY + DORIS SEARS « |. L. HAVERLY [his-Is-Yout adaptation when of company policies, objectives and 
FE pg th nen od . yrs ge in ea lv December, it used the theme, pl ins than was usual material which 
‘This Is Yo Ane.” person lovetailed nicely with the this-is-your 
ilt to de life approach. 


ere 
R. W. LEEDS e JOSEPH |. Mcf 


wi 
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But the real piece de resistance— 
fun-wise, that is—was a surprise 
slide-show timed for the restless period 
following the first after-lunch speech. 


Surprise of Their Lives 


In authentic T-I-Y-L style, the 16 
reps present got the surprise of their 
lives when Paul Kohler, account exec- 
utive, Howard Swink Advertising 
Agency, Marion, Ohio, began to nar- 
rate a 20-minute slide sequence using 
actual out-of-the-family-album _ pic- 
tures of the agents themselves. 

Kohler began his presentation by 
pointing to a photo display that il- 
lustrated Dominion appliance lines 
as far back as 1921. ‘The pictures 
on the walls of earlier Dominion ap- 
pliances have stirred many pleasant 
memories,’ Kohler said. “But now, 
we're going to salute a number of 
you stalwart gentlemen who have 
sold these appliances and who have 
contributed so much to the growth 
and success of Dominion Electric Cor- 
poration. 

“The faces and facts you are about 
to see and hear are true. Nothing 
has been changed to protect the in- 
nocent. Our information has been 
obtained from confidential but ab 
solutely reliable sources. So now, 
without further introduction, these 
are your lives.” 

To say that the slides and factual 
narrative which followed brought the 
house down would be an understate- 
ment. 


Actual Early Photo 


Each rep saw an actual early pho- 
to of himself—some in diapers, some 
in pre-school plus fours, some in the 
raw—but every one historically 
hilarious. And as each slide flashed 
on screen, Kohler’s humorous patter 
outlined some of the most significant 
family secrets from the subject’s past. 

How’d we do it? Most obvious 
approach in the world! Sixty days 
before the meeting we wrote a per- 
sonal letter—on the sly—to the wife 
of each representative. We explained 
that in planning a confidential sur- 
prise for the forthcoming sales meet 
ing we needed an early picture of her 
husband with a short run-down on his 
pre-Dominion life. 

Don’t tell me gals can’t keep a 

! Not only did the wives keep 
our conspiracy 100% confidential; 
they bent over backwards to fill our 
requests. 

One wife. in the midst of moving 
and unable to put her hands on the 
family albums, sent almost daily cor- 
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TOPS THEM ALL FOR CONVENTION FUN... 
JASPER PARK LODGE 


(showplace of the Canadian Rockies) 


Your delegates may use a championship golf course, “ig NATIONAL ve 
heated outdoor swimming pool, plus other excellent ‘ 

| ee eee RAlLways 
recreational facilities at world-famous Jasper Park 
Lodge ...set amidst breathtaking scenery. pai 
Ideal facilities and an efficient staff assure you a Write for full information: 
smooth-running Convention. Accommodates 650 Mr. A. P. Lait, Manager, 
guests. Summer season only. And Jasper is easily Convention Bureau, 
= % N; Fo : PRN Canadian National Railways, 
reached by Canadian National Railways “Super 360 McGill Street, 
Continental”’. Montreal, Que., Canada. 


The Only, Hotel in New York 
With A Little Theatre 


Perfect for Your Sales Meeting 


@ Professionally equipped theatre with 530 
spring-cushioned seats; exhibit space of 7,000 
square feet adjacent 
@ 16 air-conditioned meeting rooms accomodat 
ing 25 to 530. Excellent trade show facilities 
Closed circuit telecasts 
® Fine bandvet facilities 
French and American 
cuisine 
1200 modern guest 
rooms. Air-conditioned, 
radio and television 
Just two. blocks from 
the new Coliseum 
Midtown location—a 
step to Radio City, 
Saas ‘ “4 ry itt Fifth Avenue and 
» CIES ., S25 ) Broadway theatres 
oe © Owner-management as- 
ee gs sures personalized service. 


Write to Director of Sales for illustrated brochure 


BARBIZON-PLAZA 


106 CENTRAL PARK SOUTH AT 6th AVENUE 
overlooking Central Park 


— ot 
— | oa 


=~ 


~ a 


YOu'’LL GET 


GREATER ATTENDANCE 


AT FLORIDA'S 


GREAT CONVENTION CITY 


DAYTONA 


respondence to indicate her progress. 
Another crawled out of her sickbed 
to scout up a picture and write a 
short biography of her husband. 
Others turned the requests over to 
sisters-in-law or mothers-in-law, then 
followed up to make sure we got the 
material in good time. 

Every wife came through. Most of 
them gave us enough material for a 
complete biography. And a few of 
them even dug up family secrets bet 
ter left unearthed! 

Correspondence (including return- 
ing the photos by registered mail), 
slides, writing time, and a box of 
chocolate “turtles” for each of the 
helpful wives were the only expense 
items involved. 


We know 


meeting to 


Successful ? 
a conventional sales 
point far beyond out 
We're sure it created goodwill—and 
some later laughs 
sentatives’ wives. (Three even wrote 
back to thank us for the candy and 


elate thei 


expectations. 


among our repre- 


husbands’ glowing re] 
about the meeting). And we specu 
late that it created some brand new 
and highly significant personal bonds 
between company and reps. 

Try it some time—with this final 
word of caution in mind: If some 
one else handles the narration, keep 
your eye on him! The final slide in 
your presentation could turn out to 
be a surprise comedy shot of you! 
The End 


BEACH 


* Convention Planning “Know How.” 


Booth with Matching Vests 


Visitors had no trouble finding booth personnel at New Jersey 
Machine Corp.’s booth in recent National Packaging Show, Atlanti: 
City. Sales engineers of the Hoboken-based label machinery manu 
facturer all sported vests made of the same material as the booth 
backdrop. Specially designed material was a montage of different 
labels. 

Men were walking advertisements as they traveled about the 
exhibit hall and Atlantic City. R. Wellbrook, vice-president, reports 
that attire attracted much attention from the 28,000 persons attending 
American Management Association’s Silver Anniversary show. 


* Tropical Resort Relaxation. 
*% Hotels and Apartments for 40,000. 
% Meeting Rooms for 50 to 1000. 


* Air-conditioned Auditorium Seating 
2,500 ... With Exhibit Space. 


DAYTONA Beach RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA = PORT ORANGE 


ee wr WRITE OS OO OO Oe 


] PETER NILES, EXxeCuTIVe DIRECTOR 

| CONVENTION BUREAU, 533 SEABREEZE BLVD. 
DAYTONA BEACH, FLORIDA 

| Or CALL COLLECT 2-0461 


Nee ee cee cee cee ee cee cee ae ee come me ee eee > 


A WONDERFUL 
MEETING PLACE 
IN THE HEART 
OF AMERICA 


Completely 
AIR CONDITIONED 


Convention, Sales Meeting 
and Banquet Facilities for 
up to 400 


© TOWER BALLROOM 


TEL -A -§ TORY sivts your propuct 
A COLORFUL, MOVING MESSAGE that, Colby | 


Tel-A-Story is a lightweight, Portable 

@ RESTAURANT Automatic Projector with a 156 sq. in. 

e@ COFFEE SHOP } ' PICTURE SCREEN. Twelve 35mm or square 
@ COCKTAIL LOUNGE ) S / 2” x 2” transparencies permit automatic 


copy changes every six seconds in NATURAL 
A Short block from down- COLOR. Economical to own and use. 
town Kansas City’s Shops, Ideal for any type product or service. 
Theatres and Businesses. 


PEPS UP POINT OF SALE 
STIMULATES SALES MEETINGS 
ATTRACTS CONVENTION CROWDS 


INTRODUCING- 
Tel-A-Story, Jr.! Weighs only 5 
lbs. and shows 35mm transparen. 
cies in full color. Every sales- 
man should have one! 


Connecting Tunnel to new 
1200 CAR Auditorium 
Plaza Garage 


For Additional Information 

Write to Ralph Pellow, manager 

1213 WYANDOTTE © Kansas City, Mo. 
or call Victor 2-0371 


WRITE DEPT. A for further 
information on your company 
letterhead. indicate whether 
interested in point of sale, 
sales meetings or conventions 
and exhibits. 


TEL-A-STORY, INC. 
523 Main St. @ Davenport, lowa 
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PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


INFORMAL demonstration in Philadelphia was staged in the shipping room. 


Prospects Respond to Local 


Product Demonstrations 


Steel executives turn out to see Yale & Towne's new trucks 


in informal presentation under factory conditions. More 
than one-third of invited guests attend luncheon and show. 


How do you get sales prospects to 
\laterials Handling 
Division, Yale & Towne Manutfac- 
turing Co., Philadelphia, used formal 


invitations to a luncheon and private 


come to vou? 


demonstration to introduce its new 
line of handling equipment. Response 
was good. About 150 steel executives 
attended demonstrations staged in 
Philadelphia, Cleveland and_ Pitts 
burgh. 

Engraved invitations were sent out 
a tew weeks in advance. Letter to 
explain purpose of the show and equip- 
ment to be shown, plus a return post- 
card, were mailed. Executives were 
invited to br ng guests along trom 
Yale’s local branch 


Managers served as hosts. 


their companies. 


Informality was keynote of the 
shows. yy 
feted at a nearby restaurant and re 
turned to Yale’s main plant for the 
demonstration Folding chairs and 

makeshift rostrum were set up on 
a shipping platform for the show. 


7 ale workmen p 


the paces in the area below. 


it equipment through 


Technicians were on hand to an- 


swer questions on specifications and 
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Philadelphia guests were 


price after the demonstration. Guests 
were invited to climb aboard the 
equipment to examine it more closely. 
Tour of Yale plant followed for exec- 
utives who wished to go along. 
Hours after the Philadelphia show- 
ing equipment was placed on freight 
cars for direct shipment to Public Au- 
ditorium, Cleveland. Auditorium 
was used for both the luncheon and 


equipment showing. I.uncheon and 


demonstration which took 2!/, hours, 


attracted about 30 steel executives. 

Flat bed trailers transported the 
show to Pittsburgh immediately after 
the Cleveland showing. Equipment 
had to be unloaded at Jones & Laugh 
lin Steel Co., site of the Pittsburgh 
demonstration, by 3 pm the next day. 
Receiving area of Jones & Laughlin 
mill served as demonstration site. 
(Guests were transported from lunch 
eon in center of town to the mill by 
chartered buses. 

Yale & Towne officials are enthusi 
astic over results. ‘“‘For each demon 
stration 150 invitations were sent out 
and attendance came to more than 
one-third of that number,” reports a 
company officer. 


CONVENTION BUREAU 


NEVADA 


CHAMBER OF COMMERCE 


* 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
International Live Stock Exposition— 
International Kennel Club Dog Show 
—International Dairy Show and 
Rodeo—The Chicago Home of the 
National Metal Exposition—Interna- 
tional Heating and Ventilating Expo- 
sition, Democratic National Conven- 
tion, National Packaging Exposition. 
Materials Handling Exposition, Na- 
tional Machine Tool Builders’ Show, 
Road Builders Show and other leading 
Expositions. 

7 
440 000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 to 180,000 Sq, Ft. 
a 
ARENA SEATS 12.000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
i] 
Parking for 4,000 Cars 
15 Minutes from Loop Hotels 


International Amphitheatre 


42nd & Halsted Chicago 9, Ml. 


FO ewe ween ewawweang 


| ANOTHER 
@ “First” 


“DO-IT-YOURSELF” 
CONVENTION KIT 


Interesting * Informative * Invaluable 
for planning 

CONVENTIONS 

INCENTIVE GROUPS 

EXECUTIVE MEETINGS 

INTER-AMERICAN CONFERENCES 

PRE & POST CONVENTION MEETINGS 

Simply write or phone: Mr. Beverley 

Miller, Director of Sales, Virgin Isle 


Hotel, 502 Park Avenue, New York 22, 
N. Y. MUrray Hill 8-0712. 


HOTEL 
ON ST. THOMAS, VIRGIN ISLANDS 


The Most Magnificent Hotel in the Americas" 
So Foreign—Yet so Near.’ 


SS ee ee 


3 America's most distinguished : 
Resort and Spa 


The Homestead’s 17,000-acre estate 
in the mountains of Virginia is one of 
the most delightful vacation resorts any 
where in the world. 

Come enjoy our superb facilities for 
golf, swimming and other sports 

the pleasant Hot Springs social scene 
. and our famous Southern Service, 
so smoothly fitted to civilized tastes. 
The Homestead has excellent facilities 
for group meetings. A folder describing 
them will be sent on request. 


Address 


HOT SPRINGS, VIRGINIA 


cnecceseooeoooooooososoooocooseoooooose santana 


Chicago Office 
Cleveland Office 
@ Washington Office 
§ New York Office 


MOhawk 4-5100 } 
PRospect 1.7827 § 
EXecutive 3-648! $ 

Circle 7-6940 $ 
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Plan Your 
Convention 


Weather 


With government data you can pick 
your weather anywhere for just pen- 
nies, and results are reliable, too. 


Plan the weather for your next 
convention! For 90 cents, some simple 
mathematics—and a dash of luck— 
you can come up with a better than 
even chance for a sunny convention. 

Secret is that weather follows a 
fairly predictable pattern. It goes 
without saying Eastern cities are hot 
and sticky in July and January is a 
good month for blizzards in North 
Dakota. We know this on the basis 
of past experience and _ weather 
records kept by Uncle Sam, and avail- 
able to the general public. To handi- 
cap the weather you must carry the 
pattern a shade further. 

National Weather Records Center, 
Asheville, N. C., will send you for 
15 cents a copy, a monthly record of 
the weather for the past 50 years for 
anyone of 300 cities in the United 
States. Called “Local Climatological 
Data,” pamphlet lists extreme, aver- 
age and mean temperatures, rainfall, 
relative humidity, wind velocity, per- 
centage of possible sunshine, plus data 
and sleet broken down 
Monthly reports cover only 
one month in any year. 

To get mathematical 
good weather, 


on tog, 
by days. 


snow 


chances of 
study past weather 
records on dates in which you are in- 
terested and then figure the odds on 
good weather. For example, you are 
interested in the probable weather for 
the week of August 3. First step is to 
send for weather reports on month 
of August for How 
far back you want to go is up to you. 
planner 
studying six 


previous years. 


(One convention 
results by 
vears before 


reports 

prior 
arriving at his figures.) 
Reports for 15 cents 
each—90 cents for six-year study. 

If check of the weather for week 
of August 3 shows it has rained only 
once during that week in the past six 


} 
good 


each month are 


)H Ww 
di 


| \ 
l\\ 


~ 


the odds on good weather for 
convention are favorable. If, 
however, you find it has rained four 
times during that week in prior years, 
you'd be wise to think twice before 
committing your convention to that 
city at that time. One advocate of 
the system claims he picks site under 
consideration if odds are better than 
50% for good weather. If less than 
509% he considers another spot or 
tries for dates when weather might be 
more favorable. 

System is certainly 
You can only predict the probable 
weather, not forecast the exact 
weather for a particular day. It can 
be of help to the meeting planner, 
however. Convention planner 
checks anticipated weather before 
accepting any convention dates re- 
ports his conventions had rain or snow 
on less than 5% of the convention 
days during 26 conventions. 

As an example, in Philadelphia, a 
study of past weather records shows 
that May 9 has been a sunny, cloud- 
less day for the past 14 years. August 
25 has been cloudy once in 13 years. 
On the other hand, on March 13 it 
has rained heavily five times and 
snowed once in 13 years—a poor bet 
for a convention date. 

Another service offered convention 
planners by the Weather Department 
yearly climatological report 
broken down by months which gives 
weather history of particular areas 
for the past 50 years in one pamphlet. 
Cost is 15 cents. Convention planner 
considering taking his convention to 
a different part of the country could 
check on seasonal weather conditions 
quickly and easily for just 15 cents! 

Past weather information is avail- 
able for about 300 cities—just about 
all of the convention cities are covered 


years, 
your 


not foolproof. 


who 


1S a 
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by the weather pamphlets. For areas : thee 
where no special weather pamphlet 2] Convention- 
is issued Weather Records Center : : 


sends you information on nearest cit) ¥ THE ONE—THE ONLY 


and a special letter applying the in ' 2 ee 
formation to your particular resort o1 : S , 8 
town, says Leslie Smith, director of = : 
the center. E ae , , 


I’ve been in this business for 2 gives you more to do, more to sce 
more thrills, more fun 
ble pattern. By studying past weather more comfort, more facilities 


history you can predict the probable = . ° J 
weather for a given period,” says the MORE OF A 


dire tor. 


years and weather follows a predicta- 


. 
‘ 
, 
> 
. 
. 
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New Venture 
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REPRE ETRE SETA REECE SEER O OREO OD 


Weather Records Center is a rela 
tively new venture for the govern : 
mA 
ee 
ee 


ment. Center was organized in 1952 


PTeREP CESS eee ee eer ese ss 


Treee reser ee eee see SS 


a ee ee ee ee ee 


in an attempt to bring together the 
| 


, 
+ 


wer rerr reer reese eee reer ee S| 


widel scattered weather records of 


different branches of the government. F sins, CONVENTION BUREAU, 320 N.E. 5th St., Miami, Fla. 
Coding and indexing is still under- 

way, but center now has over 3,000, 

000 cards on file, making it the largest 

repository of weather information in W Hi Y fy KYTO p a 
the world. Weather Bureau, Air ve 
Weather Service and Navy Aerology For executive 

meetings and top 

management groups 

Skytop Club, in the 


divisions all combine operations in 
gathering and recording data. 

All three bran hes worked together nearby Pocono 
during World War II on military Mountains. is the 
projects, laying the groundwork for undisputed leader. 
their present day consolidation. Most This scenic 5500- 
important project, perhaps, was pre acre estate provides 
dicting the probable weather for the complete isolation 
Allied landings in Africa, Italy and and every physical 
Normandy. attribute for group 

Peacetime projects of the center in meetings—10 to 300. 
clude supplying climatological data % Private club atmosphere, dis- Outstanding cuisine — private din- 
for industry with special weather tinguished service ing rooms 
problems. Weather can be an im 
portant factor to the .textile indus 


H% Easily accessible (only 100 mi. from Superb facilities for relaxation and 
trialist planning branch factories in a * 


N. Y. and Phila.) recreation, including 18 hole cham- 
pionship golf course 

1a ‘ Excellent meeting rooms, equipped ¥% Beautifully appointed accommoda- 

different section of the country. with ail professional requirements tions 


Center makes its records available Write for Conference Booklet and complete details 
and will tabulate and analyze weather ° a 
and will tabul: SKYTOP CLUB High in the Poconos 

4 aus ¢« Sl. 

sveagn 3 BOX 30, SKYTOP, : 

General information is available on OX 30, SKYTOP, PENNA. © Wm. W. Malleson, Jr., Gen. Mgr. 
every county in the United States. R DSS 
Volunteer weather recorders, sup- 
plied with equipment by the govern- 


ment, transmit weather data in For Your SALES MEETING . .. from 10 to 1,000 


regions where no full time weather 
bureau operates. ¢ Largest Hotel between N. Y. & Buffalo 
Center also provides weather in ° Audio-Visual equipment 


© Closed-circuit television 


formation to prospective vacationeers. 
“‘Americans are becoming more and : sites 
more weather conscious,” says Smith. - 7 parking areas within a block 

“Over 600 requests are filled every ¢ Minutes from N. Y. State thruway 
month and the number is growing ° Special banquet and kitchen facilities 


every year. © Four fine restaurants 
It is no longer a case where you 


can’t do anything about the weather. 
For your next convention or sales 


incentive trip, you can dodge the bad : H Oo T e | S y r a Cc U S © 


weather and f/an to enjoy sa na JAMES F. GILDAY, Exec. vice-pres, SYRACUSE, NEW YORK © TELETYPE $$300 
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Designed for 
Business with 
Pleasure 


SCOTTSDALE, ARIZONA 


(10 miles from Phoenix) 


Luxurious accommodations for 
small groups. Guest rooms for 90 
people. Dining room and cock- 
tail lounge for 150. Private 2800’ 
landing strip for planes. 


Our courteous and solicitous 
staff plans everything for the ef- 
fectiveness of your business 
meeting and the pleasure of your 
visit. 

Recreational facilities include 
a heated swimming pool, our own 
stables, golf at Paradise Valley 
Golf Club nearby. 


Group rates are moderate. 


Royal W. Treadway 
President & General Manager 


REPRINTS AVAILABLE 


These reprints are available in limited 
quantities. Send request with remittance 
to: Readers’ Service Dept., Sales Meet- 
ings, !212 Chestnut St., Philadelphia 7. Pz 


Do Good Speakers Avoid Your Meetings? 
By Samuel B. Shapiro (l0c each) 


Executive Cue Sheet for Planning a 
Meeting. By Beckhard & Feinsot (!0c each 


How to Handle ‘'Squares'' at Round- 
Table Discussions. By Paul Roberts (!0c 
each) 


PANEL of home office executives presented program on "Enlarging Your ‘J’ Factor" using 


actual case histories—with identities deleted—to show examples of poor judgement. 


Put Small Groups to Work 


For Idea Development 


Maximum participation, exchange of ideas and idea crea- 
tion resuit for insurance company when many sessions are 
divided into small group meetings. Success depends on 
planning long in advance, and training of group leaders. 


BY GEORGE V. WHITFORD 
Vice-President, Fire Assn. of Philadelphia 


All stops were pulled out on meet- panies and their own sales personnel 
ing techniques for our recent field to do a better job for their local rep- 
conference in Absecon, N. J. Buzz resentatives. 
sessions, creative thinking groups, case- ‘To insure maximum participation 
history analyses, and, to strike a lighter and exchange of ideas, many new 
note, a comedy skit were used to in- meeting devices were used. Program 
sure maximum participation. ‘Togeth- was built around the theme, ‘We 
er, they helped to put over one of our Are Competition,” to emphasize that 
most successful field conferences. in this regulated industry, success can 

Prices for most insurance products be realized only to the degree to which 
are “regulated” by individual state each individual successfully develops 
supervision, and policy forms are gen- his own ability to provide the service 
erally uniform. Competition between required by the independent local 1 
companies, therefore, is based on serv- surance agent, ultimate salesman 
ice, of the ability of individual com- our product. 
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About the Company 


ae'r ] 


Conference was broken into small 
groups five times to take advantage of 
group dynamics techniques. Group 
discussions were interspersed with 
speeches by company officials and field 
managers. 

Preparation for our buzzz sessions 
began 60 days in advance. Home office 
sent out to each fieldman five questions 
on management problems. ‘Topics cov- 
ered were recruiting new fieldmen, 
training in the field, better develop 
ment of existing sources of business, 
and control of expenses. 

Each man was asked to spend at 
least five hours of his independent 
thinking on solutions to these prob 
lems. 

Each man was assigned to one of 
seven groups and a resident or re- 
gional manager was named group 
leader. Special care was taken that 
no subordinate was assigned to a group 
where his manager was group leader. 
In this way we hoped to insure freer 
participation. 

Group leaders corresponded with 
their groups and obtained brief sum 
maries of answers to particular prom 
lems before the meeting started. Be 


PRESIDENT Kenneth B. Hatch joins the fun 


as Joseph G. Junior ribs the home office. 
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Pian now to hold your group meeting, large 
or small, in this colorful center of the nation's 
fastest growing, most exciting market. There's 
Everything Under the Sun to do and see plus 
year around comfort in the most completely 
air conditioned city in America 


ACCOMODATIONS. Uitra-modern hotels 
and motor hotels, world-famous resorts and 
inns. Meeting and dining rooms seating 50 to 
1500 persons. Off-season rates (after April | 
and before January |) are attractively lower 
than mid-season rates. 


TRANSPORTATION. Major and regional air- 
lines. Southern Pacific (Rock Island) and Santa 
Fe railroads. All-weather highways from all 
directions. 


THINGS TO DO AND SEE. The Valley of The 
Sun is the Southwest's scenic center. Grand 
Canyon, Indian Country, Old Mexico; more 
National Monuments than any other state 
Smart shops offer Arizona-originated styles 
and accessories; fine restaurants and gay night 
spots. 


The Phoenix Chamber of Commerce Conven- 


tion Bureau cordially invites your inquiries 
about group-meeting facilities 


PHOENIX, ARIZONA 


ARIZONA MANOR 


Hotel and Bungalow Apartments 


Located in the heart of the multi-million dollar resort 


only a few minutes from downtown Phoenix, ex- 


clusive shops, theaters, and smart supper clubs 


PHOENIX, ARIZONA 


HERE you will find everything that you 
might require for a most pleasant and 
memorable vacation spot, perfectly suited 
for conventions and sales meetings 

Every room is luxurious, Each room has 
telephone, all-tile bath and shower, and 
80% of the rooms have bars and all 
electric kitchen equipment. The MANOR 
is well noted for its excellent food, cock- 
tails and entertainment 


Guest rooms to accommodate 200 per 
sons. Dining Room, Cocktail Lounge 
Sparkling heated Pool, Meeting Room and 
Banquet Hall for the accommodation of 
200 people 


Rates available on European, modified 
American or American Plan. 


For further information write or phone 
Jack Kogen, Managing Director, East 
Camelback Road at 24th Street, 
Phoenix, Arizona. AMherst 6-2431 


73 


Big... Beautiful... Fully Equipped 
RAR The Now Thunderbird Room 


In the beautiful ng Ho... 
auditorium seating 1,500 (1,000 at banquets). 
modern sound system, projection room.. 


tion staff. 


. a brand new convention 
Complete, 
.a trained conven- 


12 other meeting rooms (capacity 20 to 500). 


* 500 air-conditioned rooms and patio suites 
* The famous Concho Room for dining and 


dancing 


Desert resort atmosphere, downtown location 


Coffee shop, cocktail lounge 
Palm-fringed swimming pool 
Year ‘round comfort 


JOHN B. MILLS 
President 


ALLEN MATTHEWS 
Manager 


PHOENIX, ARIZONA 


— at 


Grand Canyon 


is most enjoyable ii in dal Fall and 


draw top attendance 


Fred Harvey Hotels El Tovar 
and Bright Angel Lodge on 
the brink of the South Rim 


Arizona 


samme are available for conferences up to 

" 300 between October 1 and April 30 
(except Easter week)—just when city 
hotels are crowded. Meetings are 
always well attended — everybody 
wants to see the greatest of the world’s 
seven wonders. Meeting Rooms, 
a Facilities. Moderate rates. 
Conducted Motor Sightseeing Drives, 
Muleback Trail Trips and Indian 
Dances provide fascinating outdoor 
activities all year —Santa Fe Railroad 
direct to hotels, Frontier Airlines.— 
Write to Manager W. D. Rouzer. 


Winter—a fine side trip for conventioners 
traveling West or returning East. EesOeee: 4° 


TELETYPE: GRAND CANYON ARIZ. 3661 


“= 


amelback Inn 


One of the world’s Great Vacation Resorts 


PHOENIX, 


ARIZONA 


GOLF AT ADJOINING PARADISE VALLEY CLUB 
NEW CONVENTION ROOM FOR GROUPS 


A few of the organizations that have met at 


A.B. Dick & Company 
Gen. Petroleum Co. 


Camelback recently: 


Ethicon Company 


Nat'l Ass'n Retail Grocers 
Simpson Logging Co 


Western Governors’ Cenf. 


Gen. Motors Executives Pacific Fire Underwriters Superior Coach Corp. 


fore the discussion began group lead- 
ers had a rough outline of the discus- 
sion and were able to weed out dupli- 
cation of answers and extraneous ma- 
terial. 


Meet Separately 


At the conference all groups met 
separately and developed their best 
answers to the problems. Group lead- 
ers met later and, in turn, developed 
their best answers. 

Many new and significant sugges- 
tions were made, and a consolidated 
and integrated report was made at the 
closing session. We felt each indi- 
vidual had a real sense of participation 
and a better understanding of home 
office responsibilities. 

Another group session tackled the 
problem “How to Live and Work 
Better in a Twenty-Four Hour Day.” 
Fieldmen, often with headquarters 
1,000 miles away from home office and 
with territories covering an entire 
state, are especially concerned with 
using their time wisely. 

This time conference broke up into 
small groups of eight persons each and 
met in different sections of the hotel. 
Three questions on the general subject 
of making better use of time were 
discussed. Care was taken to make 
each question specific and related to 
the individual’s own day-to-day expe- 
riences. Here again, each group 
pounded out its best answers and 
group leaders met later to coordinate 
their answers. A tentative report was 
made before the meeting ended, but 
we feel much of the value of these 
sessions will come later, when the 
answers of each individual group are 
distributed. 

We turned to small groups again 
in an effort to get fieldmen personally 
acquainted with home office under- 
writing personnel. At most meetings 
home office people stand in front of a 
large audience and deliver a paper on 
a technical subject. We kept “product 
information” at a minimum and in- 
stead gave fieldmen time to meet in- 
formally with the underwriters who 
customarily handle their problems in 
the field. 


Personal Contact 


Personal contact of this kind is ex- 
tremely limited in the normal course 
of business although we recognize its 
value. Meetings gave both home office 
personnel and fieldmen a new under- 
standing of each other’s problems, we 
believe. 
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Our fourth group meeting utilized 
the creative thinking technique. We 
wanted to get as many new ideas on 
appointing new agents as possible, and 
perhaps, pick up some _ techniques 
which had worked well for others. 
Conference broke up into 10 small 
groups with a leader assigned to each. 
Well in advance of the meeting group 
leaders had been indoctrinated in the 
principles of creative thinking or 
“brainstorming.” Before the meeting 
opened leaders met and had a brain- 
storming session of their own. 

Before leaving headquarters, field- 
men received two questions, informa- 
tion on brainstorming and the name 
of their group leader. Two groups 
were assigned to one predetermined 
question. The 10 groups worked on 
five questions. 

Results were far beyond our expec- 
tations. Over 1,700 separate solutions 
to the five problems came from the 10 
small groups. In addition, we found 
a great enthusiasm for the brainstorm- 
ing technique and several men plan to 
use it for solving problems in their 
field offices. 

Final evaluation of solutions will 
be made by a joint field-home office 
committee and much of the material 
will be used in preparing a special 
manual on the subject of appointing 
new agents. 

Final group meeting was similar to 
the third and provided an opportunity 
for fieldmen to meeting small groups 
with another 
underwriters. 


segment of company 


Between the group sessions other 


meetings were held. On opening day, 
a panel of home office executives pre- 
sented a program, “Enlarging Your 
‘]’ Factor.” Working with actual 
case stories — identities deleted, of 
course we frankly discussed exam- 
ples of poor judgment. After each 
case, those in the audience were in- 
vited to give their opinions. 

Following morning the tables were 
turned and fieldmen presented cases 
where they thought the home office 
had shown poor judgment. We felt 
this opportunity for the sales force to 
be heard was a welcome change from 
the customary blast from headquarters 
to salesmen. 

One of the highlights of the three 
day meeting was a “Gridiron Din- 
ner,” during which fieldmen put on 
skits, panning home office executives. 
All participants were granted ‘“am- 
nesty.” Program was entitled, “The 
Night 401 Burned.” (401 is the com- 
pany’s Philadelphia address. ) 

Guest speaker at the closing dinner 
was Jennings Randolph, assistant to 
the president, Capital Airlines, an- 
other regulated industry. His remarks 
on “creative salesmanship” helped to 
tie together our theme—we are com- 
petition. 

We feel the meeting was very suc- 
cessful. We were able to accomplish 
what we set out to do—emphasize the 
importance of the individual and his 
individual solutions to problems in the 
field. Service is our most important 
product and we believe our fieldmen 
are more aware of that fact now. 

The End 


Enjoy a WESTERN 
“Champasne Flight” 
to your next meeting! 


Luxury beyond compare 
...but no extra fare! 


RESERVED SEATS 
4-ENGINE DC-6Bs 


Routes of the 


eainadies CALIFORNIAN 


PALM SPRINGS 


GOURMET DINING * VINTAGE CHAMPAGNE 


WESTERN AIRLINES 
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ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 140 guests in a 

secluded club-like atmosphere only 15 

miles to Phoenix. 70 acres of lawns and 

flowers. Magnificent golf course and other 

sports. 3740’ Paved Airstrip. Superb 

food and well-trained service. Variety 
of meeting and conference rooms. 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 


ARIZONA 


READE WHITWELL «+ Mgr. 
In Chicago Call: MOhawk 4-5100 


St. Petersburg, Florida 


Has more to offer for your next Convention 

the largest and finest fireproof hotel on 
Florida's West Coast. Convention hall, meet 
mg rooms, dining facilities. Accommodating 
up to 700. Facing Tampa Bay on beautiful 
waterfront parks. Swimming pool. Golf and 
Gulf Beach facilities at exclusive private 
clubs. Al) other sports, recreations, enter- 
tainment nearby. Season: December to mid- 
April 


Sterling B. Bottome, Managing Director 


“Let's just talk about how much "If this is some kind of door-to-door business, “Well, a lot is going to depend on the kind 


mark-up it's going to stand .. .” I'm not interested . . .” of deal | get from you... .” 


“I'm afraid | haven't the time to “Our present supplier arrangements seem to “I'm not about to pay good money for a lot 


talk to you right now +3 be quite satisfactory .. .” of silly gadgets .. ." 


You Could Talk to Toughest Customers While 
Learning to Sell—and Never Lose a Sale 


If you had had new training technique when you were on 


the way up, the climb probably would have been easier. 


Your rise to the top in sales might 
ve been a lot less rocky road 20 
s ago if you had had the training 
tools available today. Imagine, you 
could have practiced you! sales pre 
sentation dozens of times with “live” 
prospects without evel losing the sale 
oO embarrassing yo irself or your com 
pany. 
It you were Starting out today as 
a sales representative tor any one ot 
a numbet ot aggressive torward 
looking corporations, you would find 
vourself voing through an experience 


‘~w and unique, yet completely bas 


and very necessary to you tuture 


hav ing this 


success. You would be 
regardless of vour field 


spec ialty 9 


experience 
retail, 


industr ial 


wholesale, heavy 
door to-door. in Tact any 
where and everywhere that salesman 
and customer meet face to face and 
talk to each other. 

For the first time in the history of 
sales training you would have the 
opportunity of practicing your selling 


skills on “live 


into the classroom expressly tor your 


customers brought 


convenience. 


Imagine, Tol the moment, that you 


have joined the Standard QOil Co. 
(Indiana). You are a young engineer, 
mechanical, and you 
have just spent your first 18 weeks 


chemical, o1 


with the company, concentrating on 
petroleum products and their indus 
trial applications. It will be your job 
to call on purchasing agents of vari 
ous organizations, and communicate 
your knowledge so successfully and 
persuasively that they will become 
customers for Standard products. It 
is likely that you have done no sell 
ing up to now. You are probably not 
an introverted research-type enginee! 
but you aren’t exactly a Dale Car 
Whalen, and Billy 
Sunday rolled into one. 

Equipment in the training room is 
blackboard, 


motion picture projector, 


negie, (Grove 


familiar l6mm, sound 


side projec - 
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2 calc oats 


THE LARGEST RESORT OF ITS KIND IN THE WORLD! 


20 acres of luxury and tropical beauty from the Atlantic Ocean to Biscayne Bay 


= 


Florida’s 


complete 
e 650 accommodations—hotel and motel rooms, apartments, villas 


CONVENTION CITY e 2 dining rooms — cafeteria — snack bar e Convention hall seating 


lounges e Tennis courts, 


1500 ¢ 3 swimming pools e 2 cocktail 


John M. Duff, Jr., 


G 1M putting greens, badminton, archery, shuffleboard e Yacht anchorage 
enera anager 


° : and docks Deep sea fishing fleet 
National Representatives " 7 P ° Fes many New conven 


William P. Wolf, Assoc. e FREE PARKING on premises for 800 cars Fates, specia 
19400 COLLINS AVENUE, MIAMI BEACH 41, FLORIDA 


tion ideas 


a 


Cn, y A 
“Host to the Nation” and to many thousand convention 


delegates each year, the Affiliated National Hotels have the 
w-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 

in each. Address Convention Dept., Affiliated National 
Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 


- _ — 


Sam Anton 
MENGER 


New Orleans | 
JUNG HOTEL 


“HOTEL | 
Norfolk, Va. Omaha, Neb 
MONTICELLO HOTEL PAXTON HOTE 


Dallas, Tex Columbia, S.C. AY 
BAKER HOTEL | WADE HAMPTON HOTEL | Ds 


Birmingham, Ala. San Angelo, Tex. 
THOMAS JEFFERSON HOTEL CACTUS HOTEL 
Laredo, Te Beaumont, Tex peu 
PLAZA HOTEL | __ EDSON HOTEL | Eg 
Washington, D. : A 
EL 


C. Austin, Tex. 
WASHINGTON HOTEL A STEPHEN F. AUSTIN HOT 
El Paso, Tex Mobile, Ala Ni 
CORTEZ HOTEL | ADMIRAL SEMMES HOTEL 
Indianapolis, Ind. Brownwood, Tex. 
CLAYPOOL HOTEL BROWNWOOD HOTEL 


en 
> 


Galve n, Tex Lubb - Tex 
GALVEZ HOTEL LUBBOCK HOTEL 
BUCCANEER HOTEL _ eee 


= New lea DeSoto Hotel 1. M.—Clovis Hotel as, Tex.—Travis Hotel 
Other Affiliated | )y3, x.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronado Court 
National Hotels Hotel, Miramar Courts San Antonio, Tex.—Angeles Courts 
M tain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washington—Executive 36481 
Chicago—Mohawk 45100 “Mexico City—10-48-00 
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tion screen, about television size. The 
group is not large—less than a dozen 
men, among whom are some of your 
own training mates and one or two 
who seem like old-timers. Introduc- 
tions are made and you take seats, 
arranged informally to give each man 
a view of screen and blackboard. 
Your instructor begins by saying 
that good salesmanship is a profes- 
sional skill. Developing it takes prac- 
tice, and the first step is to watch 
someone else do it. He turns on the 
projector and, on the screen you see 
Bill Roberts, Standard representative. 


—_—- 


This “hotel of the far-famed name” has 
proved ideal for area groups and na- 
tional meetings. Nearby, five 18-hole 
golf courses. New-old Greensboro is 
the center for 8 colleges, a variety of 
thriving industries, encircled by beauti- 
ful countryside rich in historical interest 


friends 
© Accommodates groups up to 200, 
with 100 bedrooms, 10 suites, many 
air-conditioned,all newlydecorated 
® 8 private meeting rooms, one the 
detached Manor Hall seating 500 
with plenty of legroom,un-pillared 
© 3 banquet rooms, largest seating 
up to 500 for comfortable service 
© 6000 sq. ft. exhibitspace on! floor 
© Complete equipment available 
16-mmprojector,PA,spotlights,et 
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THE KING COTTON 


IN GREENSBORO, NORTH CAROLINA 


In the heart of a beautiful piedmont city, 
a modern 14-story fireproof meeting spot! 


e The King Cotton accommodates groups up 
to 400 throughout the year, with 225 
bedrooms and 12 suites available—all 
modern, freshly furnished; air-conditioned. 


e Five well-equipped meeting or banquet 
rooms, one of 500 capacity with unobstructed 
view of 24 x II stage. 


@ 4200 square feet of exhibit space on one floor. 


e Complete meeting equipment available— 
16-mm projector, PA system, spotlights, etc 


Secoeooooooooocoocoooooooeesocccce ME GREENSBORO eee 
HOW TO MEET WITH SUCCESS: 
Good work gets done—then play is fun! 


When you meet at Sedgefield Inn, you'll like the easy 
way you get things done at working sessions the 
fine food, smooth service at luncheons, banquets... 
the deep chairs everywhere, for talking with old 
the suites, for private conferring . the 
personalized refreshment arrangements. Then, for 
play: at the Inn door, 18-hole championship golf 

putting greens...riding horses...tennis...the outdoor 
..and the grand trees and rolling hills of 
Sedgefield’s many-acred estate. I verything you want, 
including genuine happy-to-have-you hospitality ! 


Srdgefiela Jun 


heated pool 


He is talking to Mr. Walker, the 
purchasing agent for a large manu- 
facturing plant. You hear Walker, 
but you don’t see him, Bill Roberts 
looks straight at and seems to talk 
straight to you. It makes you feel as 
if you yourself were Walker and as 
if his voice were merely replying for 
you as Bill Roberts makes his pre- 
sentation. You take a quick look 
around the class. Everyone is intent 
on the screen and you realize that, of 
course, Bill Roberts seems to be look- 
ing at and talking to each one of 
them, just as he does to you. 


Rogers Rudd, Manager 


TOWN & COUNTRY | 


at Greensboro 
North Carolina 
Harold Colvert, Mgr. 
Drive Route 29, 70; or 
ome by Eastern, Capital 


and Piedmont Airlines or 
Southern Railway 


After about four minutes the film 
ends, but immediately the beginning 
title appears and the interview starts 
all over again. This happens three or 
four times. You are glad of this be- 
cause the content of the film is very 
tightly packed, and each time you dis- 
cover something new. You find a 
great many things Bill Roberts says 
and does very much to the point. 
About other things you have reserva- 
tions, but each time the film begins 
again it seems more and more nat- 
ural that a person on the screen 
should be talking to you. In your 
training you are going to hear a good 
deal about ‘‘customer-centered”’ sell- 
ing, and putting you in Walker’s 
place is the first step in helping you 
consider the selling problem from the 
customer’s point of view. 

The instructor explains that you 
are working with loop-film (head 
spliced to tail) and points out the 
simple mechanical attachment on the 
projector which makes it possible to 
run the material you are studying 
over and over again. He stops the 
projector and begins asking 
tions. You are surprised at the wealth 


ques- 


of detail which you and everyone else 
in the group can remember easily. 


Repetition has fixed the details in 


convention center por excellence 

for as many as 500 persons! 
Twelve beautifully decorated air-conditioned 
function rooms of varying size, plus good ex- 
hibit facilities. 400 outside spacious rooms, all 
with bath and radio. 
Renowned for superior food and gracious 
New England hospitality. 


Hotel 


WILLIAM T. BIGLER, General Manager 
490 Commonwealth Avenue 
Telephone KEnmore 6-2770 
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your mind as well as helping you 
grasp the whole situation better. 
Comments and criticisms fly thick 
and fast. The instructor makes no 
attempt to defend Bill Robert’s per- 
Tormance as pertect, but accepts and 
encourages all creative and construc- 
tive ideas. One or two of the old 
timers offer shrewd suggestions for 
alternative approaches. You learn a 
lot from the old timers, and much 
more talking about 
together, 
not about something which happened 
to them alone at some other place and 
time. Steadily you find yourself gain 
insights, and contributing 
lat you say to the 
of other members of the 
The instructor has 
various comments 
the blackboard. 
summarizes tl 


arned a lot,” he 


because they are 


something you have seen 


in g new 


rh wi 


hroug insights 
group. 

been noting 

and suggestions on 

stops and 
“We've 


says, “and 


Finally he 
discussion. 
we ve 
lug up a lot of ideas. Now 
we'll let Bill Roberts go and bring 

. Walker in and talk to him our 
selves.’ He unthreads the 
from the project winds it back 
the plastic cartridge in 


200d 


loop-film 
into 
which it is 
> cartridge off the 
machine. > puts on 


housed and t: 
a second cart- 


projector and 


Be 


300 eyitely oppointed 
rooms . . and suites... 
Daates rooms, all sizes 
. . » walking distance to 
Miami Beach Auditorium 


pe Star of the Tropics 

Private swimming pool 

and wide, wide beach 

. « « Dancing and all 

star Entertainment — 

nightly in the famous 

Driftwood Roem, 

Directly on the Ocean at 18th St. 

, Miami Beach, Florida 
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switches it on. The whole change has 
taken about 60 seconds. 

Now you see the purchasing agent, 
Mr. Walker, on the screen. He looks 
at you and seems to be listening in- 
tently. Along the bottom of the pic- 
ture you see a thin white line and, 
as you watch, it begins to get shorter 
and shorter until it disappears alto- 
gether. As the line disappears, Walker 
speaks to you, then starts listening 
again as if you were talking to him. 

The instructor tells the class that 
this is exactly what you are all going 
to do, and that the disappearing line 


across the bottom of the picture is to 
give you an idea of how much time 
you have to talk. You begin trying to 
do this mentally. It isn’t easy, but, 
surprisingly often, phrases and whole 
sentences from what Bill Roberts said 
come to your rescue. Without con- 
scious effort on your part, the repe- 
tition of the loop-film has stocked your 
mind with a number of useful selling 
points and effective ways of stating 
them. 

Now the instructor begins to stop 
the projector after each of Walker’s 
remarks and asks the class, ‘What do 


— Dis — 


: 


Staged Sales 
Presentations 


from 


DISPLAY 


and 


EXHIBIT 


We offer a complete service for the preparation 


and production of SALES PRESENTATIONS. 


Y Sales Presentations 

Vv Idea—Theme 

Y Script and Format 

VY Production and Building 


Y Direction—Choregraphy 
and Music 


All material and talent on 100% union basis. 
Member Exhibit Producers and Designers Association. 


VY Trade Shows 
¥ Transportation and Handling 
V Banquets and Entertainment 
VY Moving Pictures—Slides 

and Photography 


edi Clas, 
¥ Signs and Banners 


m 


e 
S 
1 


%% 
Bn 


EUnIBry, 


we 


Display and Exhibit Specialties Company 


1014 Lynn, Detroit 11, Michigan 


Telephone TUlsa 3-0602 


we d 
that we 


wl 


lat 
ission flares 
a lot ot helpful hints 
timers. “Lhe instructor 
each new idea on the 
g1ves vO time to go over it 
turns the blackboard to the wall. 
“No notes when you call on a < 
tomer,” he says, “no use 


th them here, We're 


all the way tl 


goin 
l1rougi 
rst two times, 
mentally. Don 


it. Some o 


DESIGNERS & BUILDERS OF ADVERTISING DI 
2500 W 218 STREET CHICAGOS ILLINOIS 


PLAYS & EXHIBITS 


Cliffside 4-2800 


bec omes. 


the room tell 


s working too. 


The old timer 


GLOWING WITH FACILITIES | “°°: 


MEETING ROOMS 
25-800 CAPACITY 


DINING ROOMS 
25-1000 CAPACITY 


537 GUEST ROOMS 
55 SUITES 


. 
ADEQUATE 
EQUIPMENT 


7 
EXPERIENCED 
STAFF 


J. J. FARRELL 
Manager 
PALM 
BEACH 


(7 Handiomely 
250 “ime 
NV 
ROOMS 

All News tile baths 
*® PERFECTLY LOCATED 


furnished 


*® EXPERIENCED STAFF 


nake y 


eeting e effectiv 


Say Sridge 
Trains at 


Door 
Mrs. Wallace H. M te 
George J. W . 
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is always sparrin 
CABANA 


TERRACE b 
” VTit, Savs 
BEACH CLUB 
. silent pra 
RECREATION 
canact ht along 
° im. Everybody’s going to be 


mprove his rorm, 
. the inst 
pointing ¢ ou, once more 
tice, then you take the 
rack out loud. And the rest of you 
working silently rig 
YACHT BASIN loing this before we’re through.” 
[t's tough to be first but it’s bette 
ENTERTAINMENT ian having to volunteer. The time 
NIGHTLY bothers you. You think you re v0 


ha . M4 } 
ing have too much time, the 
L. E. AMES fete : 


laving too much to say. You 
leave out points you intended to mal 


and 1 blurt out things you d 


Sales Director 


PALM BEACH 
FLORIDA 


Oo say in a way you d 
them. There are 
you treeze up and can’ 
at all. The short loo 
seems to stretch itself out to fu 

f an hour. Finally the end ti 
asks “How did go?” 

“That was good,” “That was 
O.K. hope I do as well.” Th > VoICces 
of your classmates startle you. You 
had almost forgotten about them. You 
feel you’ve really lived through some- 
thing and, now that you’re over the 
hurdle, you feel like trying it again. 
You know you can do much better. 
~ The 
crack. This time you have your- 
under much better control. You 


en embe wl 


ALL NEW 


Compl le facilies 
for medium and small 
s, (10—200) 


oe instructor lets you have a se 


t 


lat you intend to say and 
1 state it clearly with fewer words. 
time bar doesn’t worry you so 
much. If you’re interrupted, you hang 
on to the thread of your story. When 
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Wait and 
it instead of filling 
vous chatter. In 


ao torget to close at 


you 
youl 


realize that you re 


More Free to Shift 


As othe 


+} t 
tnel 


| 1 
loop-fhilms. 


with a new 


new 


You 


hd 


naog 


a worried wat 


COVE has no powel! ot 


meet a skeptical old-timer 


mires your college 


doesn't believe a word you Say. 
get needle f1 the owne! 


growing business who wonders where 


the om 


you were when he was struggling to 
You offer helpful sugges 
purchasing agent of 
a big plant engaged in a tricky high 
You soak up the ire 
of another customer over a fouled up 


and 


, 
get started. 


tions to the busy 
speed operation 
are sharply reminded of 


rela 
heir 


delivery 
the 
tions with your 


necessity for building good 
distributors and t 
drivers. 


You 


tor, 


m stakes, but tl 


classmates and the old 


make 1e 


struc your 
with suggestions and 
advice, and in turn help them. 
You are in the process of becoming a 


timers help you 
you, 


professional who can learn from ex 
know wl hit 


what 
a well-mean 


perience because you 
you. You are 
ing amateur’ who thinks of success o1 
failure in terms of luck or something 
called ot 


no longe1 


vague salesman 


} 


Si 


lip.” 

One old timer sums it up. 
I’d had this when I was st 
The way we had to learn every les- 


‘l wish 


arting out. 


son cost us a customer, and I’ve even 


seen it cost the a few: good 


company 
men who might have made it, if the 


beginning hadn’t been so tough.” 


»! 
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Bring your products to your prospects % 


New stereo projector 
a boon to “big ticket’ selling.. 


The new Compco Triad Projector is a remarkable achieve 

ment in advanced selling techniques. Think of it! You can 

now show life-sized, full color three-dimension pictures of 

your products to one or a hundred viewers—at the same 

time! It’s ideal for showing extensive lines, heavy equip 

ment and installations at sales meetings, prospects’ offices, 

conventions and training sessions. Prospects are 

amazed at the sparkling brilliance, clarity, 

natural depth and convincing realism. A Triad 

3-D presentation eliminates costly transporting 

of heavy equipment from city to city and the 

need for taking prospects to “‘on the job” in 

stallations. Selling from flat photos, small pic 

tures or inconvenient hand viewers is now 

obsolete. Leading companies have adopted the 

Triad selling system enthusiastically. The 

Compco Triad is actually two projectors in one. An 

instant permits manual or automatic 
viewing of (35mm) slides. 


ant 


~~ 


changeover 


2” x 2” 


Write for FREE Bulletin 


step up your selling efforts, 
with the new Triad Projeeter. 


learn how you 
more successfully, 


can 


AMERICA’S LARGEST RESORT AREA 
500 HOTELS TO SERVE YOU 


TREMENDOUS CHOICE of year ‘round facilities 


and accommodations to satisfy every particular need. 


Meeting rooms with modern facilities for up to 2,000 people 
electronic equipment (projectors, recording devices, 


Latest display and 
etc.) for dramatic presentation of convention programs 


public address systems 
stoff at service 


Trained convention your 


Convention arrangements include package (3 meals and full American Pian) 


y) 
LEX 


Social, athletic and entertainment activities for all 
Ideal 


Close to New York City for shopping and visiting 
12 hour drive via 4-lane divided highway 


o 
4-seasons climate 


Exciting nightlife activity 


THE BUSINESS GETS DONE... 
BUT YOU'LL HAVE FUN! 
Write for 
particulars to 
SULLIVAN COUNTY HOTEL ASSOCIATION CONVENTION BUREAU 
184 BROADWAY, MONTICELLO, N. Y. e Phone: MO 724, 2562 
MORRIS ABRAHAM, Director 


You go out into the field for your 
final seasoning. You go out with con- 
fidence. You know you can tell your 
story. You know you can think on 
your feet, which is more important 
than “knowing all the answers.” You 
know that the habits of thought de- 
veloped in your training will help you 
learn more and more from every call 
you make. If you make a sale, you'll 
know what made it go. If you don’t 
sell, at least you'll know why. You 
realize, of course, that you haven't 
met all the possible customers in the 
world, but you’re confident the tough 


ones aren’t going to throw you. 


Super ative 


facilities, food and service! 
Acres of free parking space! 


Yheal pea nm 


for conventions up to 250—meetings 
and banquets up to 2,000 


You’re on your way. 

Your experience with films that 
talk back is being repeated daily across 
the country by many other sales train- 
ees in many types of business. De- 
veloped and produced by Seminar 
Films, New York City, films that 
talk back made their first appearance 
in 1952 as Seminar’s answer to the 
problem, posed by the Socony Vacuum 
Oil Co., to help filling station atten- 
dants do a better job of talking to 
customers about oil changes, lubrica- 
tion jobs, and other 
accessories. The idea 


services and 
appealed to 
other companies and Seminar’s pro- 


Preferred by most companies for their Northern 


California conventions, meetings and banquets! 


ONLY 
Resort 
Hotel in 
San Francisco 
Bay Area! 


Hotel 


OAKLAND-BERKELEY, CALIF. 


One of 
California's 
Finest 
Resort 
Hotels! 


/, 


Just 20 Minutes from San Francisco 


Murray Lehr 
Manaaing Director 


82 


THornwell 3-3720 
Teletype OA 520 


duction has been humming ever since. 

In the field of consumer selling, 
films that talk back help trainees of 
the Philco Corp. learn to demonstrate 
Philco’s new automatic washer to 
customers in the store. Alumaroll 
metal awning salesmen learn to dem- 
onstrate their product in the home, 
and, most important how to get in 
the door. 

Films that talk back give newcom 
ers and old hands at Maxwell House 
a chance to sharpen their techniques 

f 


Oo! 


selling to the grocery and to the 
hotel and restaurant trade. Schlitz 
beer salesmen train with films that 
talk back to ready themselves for a 
more effective onslaught on the res- 
taurant and tavern trade. 

Another section of the Philco pro 
gram helps wholesaler representatives 
do a better job of introducing the new 
washing machine to retail 


0 itlets. 


appliance 


Customer Relations 
Skill in customer relations is the 
object of the Chase Manhattan Bank’s 
Seminar program for teller training, 
while the officers at Chase work with 
s that talk back to develop In 


——a 


The ‘New as New” 


Hotel 


WM. PENN 


Facing Beautiful Mellon Square 
World's Finest Civic Park Plaza 
1600 Air-Conditioried'ro 


TV o 


p ete finest a modations 


for Groups up to 3,000! 
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creasing finesse in the delicate diplo- 
macy through which new accounts 
are solicited, 

Programs covering the sale of 
equipment to the school market, and 
the sale of drugs to doctors and drug- 
gists are among those currently under 
way. In each case Seminar’s approach 
is the same. Travel with the men, 
live with the problem, talk with com- 
pany representatives and customers as 
well. Then create authentic flesh and 
blood characters in realistic situations 
for the training session. 

A good many users of film that talk 
back regard the technique as a secret 
weapon and are not anxious to reveal 
specific facts and figures about the 
results of their programs. Howeve1 
it is significant that, since 1952 when 
the first films that talk back appeared, 
practically all of Seminar’s customers 
have done two programs and several 
are preparing to launch their third. 

Orchard Brothers, makers of Alu- 
maroll Awnings, have been less se- 
Alumaroll works through 
franchise holders who are also assem- 
bly plants, and who in turn sell 
through dealers. Activity is somewhat 
seasonal, turnover high, and a great 


cretive. 


many representatives work part time. 
Alumaroll uses the program first, as 


Washington's 
Largest Downtown Ballroom 


is now re-opened! 


In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 

nd expanded. New 
adjacent gara 
All suites ar 


tioned and furnist ed with radio and 


ooms are air condi- 


large screen television. Write for com- 
plete convention informations 


Douglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 
NAtional 8-4420 


AN ABBELL HOTEL 


14th Street and Pennsylvania Avenue, N. W. 
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a recruiting tool to attract a highe: 
type of salesman than might other- 
wise be interested and second, as a 
training tool. Program not only in- 
creases the salesman’s over all output, 
but greatly accelerates the speed with 
which he begins to produce. One 
distributor, starting business in a 
brand new territory, actually had his 
new. men all out producing full blast 
within a week after hiring them. 
Earlier success prevents new men 
from giving up through discourage- 
ment and continued higher return 
keeps older men from going else- 
where, Another distributor, going to 


the bank for funds to set up his Alu- 
maroll operation, took a description 
of the program along with him as 
supporting information on the wis- 
dom of adding the new line to his 
present business. ‘The bank not only 
lent him money but asked to offer a 
presentation of the program to the 
local chamber of commerce. 

In the final analysis, however, the 
response of the men in the field is the 
surest measure of a successful train- 
ing program, and everywhere this 
program has been used this fesponse 
has been immediate and enthusiastic. 

The End 


it's LATER than you think but 
dates are still AVAILABLE* 


“The home of America’s most pampered conventions” 


And certainly no place in the hotel resort world so 
well understands the art of entertaining convention 


groups .. 
will testify. 


. as hundreds of unsolicited letters 


Meeting rooms for small groups to those of 700 

. a modern air-conditioned theatre thoroughly 
equipped for audio and visual presentations. 
Every minute detail of a flawless convention 
operation is lifted from your shoulders, giving you 


more time for business. . 


. and pleasure. 


The Boca Raton Hatel and Club offers relaxation 
beyond compare. Golf and tennis supervised by 
world champions; superb swimming in two Olympic 
size pools or in the surf at the fabulous Boca 
Raton Cabana Club on the sparkling Atlantic; 

big game fishing in the Gulf Stream from the 


hotel’s private docks .. 


. plus the exciting new 


aquatic sports of water-skiing and skin diving. 


And in the evenings, Boca magic takes over 


completely 


. prevues of brand new Hollywood 


feature films on the giant Cinema-Scope screen 


. talented entertainers . 


. . dancing under 


tropical stars to the music of famous orchestras. 


Dining becomes a rare experience in the legendary 


dining rooms of Boca, where cuisine is unparalleled. 


Quiet splendor is the keynote of conventions at 


the Boca Raton Hotel and Club. . 


. and the 


ultimate in unobtrusive efficiency in business 
details, entertainment, and service. 


* We have a few open dates during 1956-57 season for 


convention and sales groups between early October and 
January 10 and between April 15 and mid-May. Interested 


groups are cordially 


invited to contact our convention 


departme nt for spec ujic al ailable dates Xu ithout de lay ° 


THE BOCA RATON 
HOTEL AND CLUB 


Boca Raton, Florida 


Stuart L. Moore, President 


1. N. Parrish, Convention Sales Manager 


ae 


THE NEW 


GOVERNOR CLINTON 
HOTEL 


Directly opposite Penn Station, an 
ideal place to hold your Convention, 
sales rally, banquet or meeting. 15 
newly decorated function rooms, ac- 
commodating from 10 to 500 people, all 
air-conditioned. 

All 1,200 guestrooms 

newly refurnished and 

redecorated. Each 

with bath, 21" TV, 

radio, many 

air-conditioned. 

WRITE OR CALL 


VICTOR J. GILES, 
GEN. MANAGER 


Fields Monagement 


THE NEW 


4/f nt 
uv ypyor ( WAVED 
HOTEL 


Seventh Avenue at 3lst Street Ps 


SUCCESSFUL 
CONVENTIONS 
ASSURED! 


THE 


BISCAYNE TERRACE 
HOTEL 


Miami's only new luxury hotel 

across the street from Miami’s Con- 
vention Hall, Charter Fishing Docks. 
Luxuriously decorated Convention and 
3anquet Halls seating from 10 to 500. 
Special kitchen to cater banquets. 


Entire hotel air-conditioned. 


200 beautif 


iestroon 
in every 7 
balconi« 
Privat 
and 
WRITE OR CALL 


WARREN C. FREEMAN, 
GEN. MANAGER 


Fields M 


" THE — 
: } - / Af 
TiN Me epyttt 
HOTEL 


Biscayne Boulevard at F 


in MIAMI 


Are Students a Liability 
At Industrial Exposition ? 


College men can be an asset if right kind of arrangements 


are made. Rules for students are given by show manager. 


BY E. K. STEVENS 


President, International Exposition Co. 


It has been said frequently by ex- 
hibitors in industrial expositions that 
student attendance is worthless. Many 
manufacturers have been strong i 
their criticism of those shows 
permit students to ‘‘crowd the aisles.”’ 
At least, that’s the exaggerated im 
pression that is frequently given about 
a few students walking down a busy 


aisle of one of our larger expositions. 
Can't Buy Anything 


Are students a liability at indu 
expositions? Quick answer is “yes,” 
because they tend to crowd the expo 
sition, take up the time of busy ex 
hibitors, collect valuable literature, 
and in general make a nuisance of 
themselves. Besides, they can’t buy 
anything anyway. At least, 
the firm conviction of many sales en- 
gineers who spend long hours in their 
company displays. 


The student can be a great asset in 
certain types of industrial and trade 
expositions. Under certain restricted 
conditicns, the great educational re- 
sources of industrial expositions can 
and shouid be made available to cer- 
tain students. An excellent illustra 
tion of how this can be accomplished 
successfully is the Exposition of Chem 
ical Industries. 

In the early days of the exposition 
originated in 1915, establishment of a 
students’ course in chemistry and 
chemical engineering was an integral 
part of the exposition. There was a 
definite program of instruction, made 
up of lectures, visits to exhibits, re 
ports and examinations. 


Still Important 


While lectures have been discon- 
tinued, student participation is still 
an important part of the exposition 
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and is handled by Dr. W. T. Read, 
formerly Dean of Chemistry at Rut- 
gers University. Our activities are 
confined to junior, senior and gradu- 
ate students in chemistry and chemi- 
cal engineering in leading colleges 
and universities. 


Limited Numbers 


Initial step in development of this 
program is the invitation that is 
mailed to heads of chemistry and 
chemical engineering departments in 
various colleges. This invites attend- 
ance of students in limited numbers, 
but only those are invited whose eligi- 
bility to attend is certified by’ depart- 
ment heads of their colleges and uni- 
versities. A list of these students is 
then mailed to exposition management 
in advance of the exposition, with a 
preferred time of attendance indi- 
cated. An attendance schedule is then 
arranged, spreading out visits in order 
to avoid over-crowding on any one 
day. 

Identification badges are issued to 
all students, professors and instructors 
in advance of the exposition. Students 
are requested to observe the following 


rules: 
Rules for Students 


1. Break up into groups of two or three. 
Larger groups cause congestion in aisles. 


2. Stay in the same section of the hall and 
preferably in the same aisle with your in- 
structor. 


3. Do not take up time of busy exhibitors. 
Try to get your information by listening to 
explanations offered to other groups. Be 
careful not to introduce on confidential dis- 
cussions. 


4. Do not go into a booth if you can see 
what is shown just as well from outside. 


5. Do not take advertising material un- 
less it is offered, or with express permission 
of the exhibitor. Limit yourself to a mini- 
mum, remembering that this material is 
costly to exhibitors. 


6. Do not touch or handle exhibits unless 
it is clear that it is the intention of the ex- 
hibitor that you should. 


7. Bring no books into the exposition. 
These may be checked at the door. Only 
notebooks will be permitted. 


Students who attend Exposition of 
Chemical Industries are under direct 
supervision of their instructors and 
professors while there. They work 
closely with Dr. Read who confers 
with and advises them on how to get 
the most out of the exposition. 

More’and more exhibitors are com- 
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Standout Convention site 
outside the U.S.... 


Sd a 


Overnight from New York or Chicago 


The ROYAL YORK Toronto 


LARGEST HOTEL IN THE BRITISH COMMONWEALTH 


COMPLETE FACILITIES FOR WORK: These 
fine convention facilities, in an atmos- 
phere of modern luxury, will help you 
get things done quickly, simply, suc- 
cessfully : 

1200 comfortahle rooms, all radio- 
equipped e Large Convention Hall; 
Banquet Hall with stage and organ; 
Regal Ballroom e Exhibit rooms, 
meeting rooms, secretarial rooms; 
Sound projectors, both 16 and 35mm, 
trained operators @ Portable public 
address system 

AND FoR PLAY: Name bands and popu- 
lar entertainers perform nightly . Take 
your choice of attractive eating places 
right here in the Hotel: 3 restaurants 
and 20 various meeting rooms, all 


with Canadian Pacific’s typically 


prompt and courteous service. And if 
you like, go on the town. The Royal 
York is smack in the center of To 
ronto’s business, theatre and shop- 
ping district. 

HOW TO GET THERE: Toronto, with its 
Union Jacks and British flavor, adds a 
fascinating touch to any convention. 
Yet it’s only an overnight trip from 
many U. S. cities. 

FOR DETAILS AND RESERVATIONS: \Vrite 
Convention Manager, Royal York, To- 
ronto. He'll handle everything for you. 
For other excellent convention sites, 
write Canadian Pacific, 581 Fifth 
Avenue, N. Y. 


i Me a ee ag. ing to realize the importance of edu- 

: a cating those students who will soon 

Newest, Most Luxurious Hotel in the West Indies! be out in industry, and many of them 
- in a position to buy or recommend 

purchase of equipment and materials. 


i 
| 


{ 


Et 
wean 


Industry Needs These Men 


7 
( 


> 


> r 


Industry is spending thousands of 


. naa L . i: “ke ey : . 
9 i fhe % dollars in development of much 
. mat |" GAN . ae - 
Fe tated BN needed technical personnel. There is 
A—rsyndO8 int; q . o¢ . ° 
4 a. “ey intense competition in industry to 


ay secure the interest of undergraduates 

CIUDAD TRUJILLO - DOMINICAN REPUBLIC in engineering fields. Far in advance 
of graduation, teams of interviewers 

El Embajador, with its affiliated and neighboring Hotels are being sent to engineering colleges 
Jaragua and Paz, offer over 800 luxury rooms and excellent 
meeting space for conventions, post-convention trips, sales 
incentive groups, etc. For detailed information contact our 
office or Utell International in New York, Chicago or Miami. 


to locate likely prospects for training 
and employment in a wide range of 
industries. 

This critical shortage of engineer- 

* 310 air-conditioned rooms * All with private terraces * “Free form’’ ing talent points up another value 

swimming pool * 18-hole championship golf course (under constr.) einich can acrres 06 exbiisess be ox 
* Famous Embassy Club—dancing and entertainment * Fabulous Casino . enh Ye 5 

* Food supervised by N. Y. Ambassador chefs * Tennis, polo, aquatic sports ing some recognition to advance stu 

Only 6 hours from New York by direct flight dents. Things which the _budding 

Other Dominican hotels under the direction of engineer may see and learn in an ex- 


position may strengthen his purpose 
AMBASSADOR INTERNATIONAL alee sie, : ; 
in Carving out a career in engineering, 


HOTEL and help to clarify his thinking at the 
ater pee time of decision on what phase of in 


dustry is to hold his interest. 
For reservations SEE YOUR TRAVEL AGENT or eee ee 


i -  Plese $-1080 Only recently, a five-year scholar- 
N. Y. Office in The Ambassador, Park Ave. at 51st St., PLaza 5- ship in chemical engineering was es 


tablished at a leading university, to 

be known as Exposition of Chemical 

Industries Scholarship. This is fur 

ther recognition by exposition manage 
CONVENTION MANAGERS! YOU'LL FIND ment of the importance of the student 
in future growth and development of 
chemical industries. 

This exposition is not open to the 
general public. “Those who come have 
been invited, and only those are in 
vited who can profit by what is shown 
here. Larger part of those who attend 

peseet the exposition are chemists and chemi 

rr Sale cal engineers who are directly and 

a /p OS ; bes immediately interested in the purchase 
Nol Ys Mh of service, materials and equipment. 
yy CM LIU, / First duty of exhibitors is to this 


BRETTON Woops skis SITE OF THE WORLD group, and that is why it is so vital 


FAMED INTERNA- on eeraeme « ace lta. 
NEW HAMPSHIRE : TIONAL MONETARY o arrange and control student attend 


CONFERENCE ance so that it will not interfere with 


normal selling activities of exhibitors. 
Welcome toa world where every MORE FACILITIES 
service you can possibly foresee has 


been anticipated and prepared for MORE BUSINESS Don't Discount Importance 
you in advance. We pride ourselves ROOMS 


in offering you the most attentive 


convention staff in the business . . . Don’t discount the importance of 
and such facilities as: the student, however. On the con 
1000 capacity Grand Ballroom trary, a selective approach to his edu 
Seam asssmmedations ter 008 cation through the medium of indus- 
10 tavge stte mecting reeme trial expositions can be very produc- 


' oa tive in establishing product recogni- 
-wtatcaape. onl kena Ghamaieadity tion which may have an important 
lentes bearing on future sales. This is a 
plus value of the exposition that is 
JAMES J. CARROLL, Gen'l. Mqr., Bretton Woods, N. H often overlooked in the mad rush of 

OHN HENNESSY, Mgr. Winter Office, Waldorf Astoria, N.Y. C modern sales competition. 


May. 30th to October 


INCOMPARABLE 


The End 
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ideas on “How to sell trust deeds.” 


AFTERNOON WORKSHOP at Union Mortgage Co., Los Angeles, turned up 2,500 
Writing preceded and followed buzzing. 


Buzz-Write Workshop 
Insures Participation 


BY C. C. CRAWFORD, Ph.D.* 


Professor, University of Southern California 


Everyone wants a way to hold a 
sales meeting in which the salesmen 
all participate, share and trade ideas. 
In addition, everyone wishes for a 
meeting in which all the ideas of all 
the sales force can be collected, added 
together, 
into something better than any one 
person brought to the meeting. 

The buzz-write workshop has both 
of these values: (1) Participation. 
The duzz involves 


integrated and _ converted 


(2) Integration. 
participating; the write involves con 
tributing to the total pool of sales 
know-how. But the workshop starts 
and ends with the write. The buzz 
comes between. 

In-a “speeches and screams” sales 
meeting the leaders or performers put 
out, the salesmen receive, and all go 
home inspired and indoctrinated with 
the previously planned message. It 
is one-way communication. The buzz- 
write workship draws more heavily 
on the ideas of the sales force, stirs 
those 
them, and finally leaves them all in 
the possession of the workshop 
leaders for organizing, integrating 


ideas around, cross-fertilizes 


*Management consultant, Los Angeles 
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publishing and dis- 
tributing to the whole sales force, It 
is much more complete communica- 


and eventual 


tion, and it is a two-way process. 
During recent months I ran buzz- 
write sales workshops for half a 
dozen clients. The format described 
below proved helpful in each case. 


1. Warm up: First was a written 
warm-up lasting perhaps 15 minutes, 
during which each salesman wrote 10 
problem 
chosen for the meeting. For one com 
pany it was “How to double ou 
sales in 1956.” This warm-up quickly 
registers the basic ideas of each man 


or 15 ideas on the _ basic 


before he gets any ideas from any- 
It should be the very first 
It should 
be completely written, because a buzz 
would standardize thinking and shut 
off original ideas before they even got 


one else. 
business of the workshop. 


born. 


2. Difficulty analysis: After the 
warm-up I like to have a difficulty 
analysis, also written, so as to get 
from each man his own independent 
ideas as to what troubles, difficulties, 
or problems are hindering sales and 


industrial shows 
sales meetings 
exhibits and displays 
in any media 

WHY DRAMATURGY? 
complete one-stop 
service * effective 
story lines * penetration 
to the local level « 
specialists for over 


25 years 


ASK OUR CLIENTS 
Admiral 
Cadillac 
Chevrolet 
General Electric 
Hotpoint 
Lewyt 
Miller Beer 
Norge 
Philco 
Westinghouse 


DON'T CALL US 
wire collect to 
dramaturgy, inc. 
2307 chester ave. 
cleveland 14, ohio 
prospect |-4030 


WE'LL CALL YOU 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


(ail 


~ Vv 
or GP wore 
AUGUSTA, GEORGIA 
"Golf Capital of the Nation" 
The South’s finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED . . . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel} 


For information write: 


Ralph Breshears, Monaging Director 


ae 


for your midwest 


SALES MEETING 
“MANSFIELD 


lower costs « fewer distractions 
special weekend features 


Qvenieatlll 
OHIO’S 
INDUSTRIAL 
AND 
AGRICULTURAL 
CENTER 


300 modern rooms ... 

12 meeting rooms ... 

300 seat ballroom . . . coffee 
shop . . . cocktail lounge . . . 
dining room... 


es THE 
a nifiel d Le 
HOTEL 


Call or write Jos. G. Wright, Mgr. 
Mansfield 1, Ohio 


therefore need attention. This diff- 
culty analysis yields 10 or 15 main 
“How-to” problems for each man. 
Since the workshop contains from 25 
to 100 salesmen, the difficulty analysis 
step will yield from 300 to 1,200 dif- 
ficulty statements, each on a separate 
slip of paper for easy handling. There 
can then be little doubt as to what 
problems are. Main 
named independently by so 


that problems are obvi 


the sales 
will be 


many people 


ones 


Intermission: But still we are 
not ready for the buzz. That would 


us of our richest source of 
continue 
will 
so we take 
ites before 


Befo 


ie work 


tive sales ideas. So we 


the write. This time we 


spend a half, 


10 min 


an hour and 


intermissio! 


‘rs, as the judge inst 
> an intermission i 

: Ple ase don’t discuss the 
nyone during the intermission.” 


to avoid cross-fertiliza- 


t uring the intermission. 

I want all individuality of thinking 

» be as fu exploited and recorded 

as possible before we start the buzz, 
} 


t 
ind we will need 90 minutes more of 


10n OT 1deas ad 


before we 


writing 
So the intermission 
weathe , or geogrr iphi 

Anything ex 


for the 


onversation. 


1 1 
Sales problen s 


} moment. 


4. Mothed analysis: 


really wri Ka 


Afte a ey 


eek on 


pieces of 


15 ideas, 

inswers, Or 

meet and overcot 
Ities he had written dur 
ilty analysis. Paper 
workshop tables. 
lozen answer slips 
ficulty slip to whi 

*n he goes to the ne 
lozen 
+} 


lips on a 

100 men in the work 
g all they know 
each sales problem, I ¢ 


answers 
abo it 


ideas is 
number and 
in richness of ideas involved. 
| collect the whole of it before we 
adjourt lunch. I may 
lect the finished lists by 
during the writing period, for pre- 
liminary study in preparation for 
1e buzz that is to follow. 


you * collection of 
emendous in even 


more so 


even col- 


installments 


Lunch time 
instruct the group to 
boiling (intellectually 
throughout the lunch hour. 
about sales problems only. 
about fishing, sports or 


5. Luncheon: 
the buzz. I 
keep the pot 
speaking ) 
“Talk 


Forget 


begins 


won)- 


The Dennis 


has recently completed an ex- 
tensive construction program 
resulting in an improved hotel 
entrance and Front Office as 
well as a new coffee shop and 
the FJORD ROOM — Atlantic 
City’s smartest cocktail bar. 
Dancing and __ entertainment 
nightly. 


We also offer 


-. 10 modern’ meeting 
rooms for 10 to 400 persons 

. « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 

- - 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 


from $8; doubles from $11 


Fer additional injermation write 
Jehn E. Leishman, Director ef Sale: 


Al Ww DENNIS 


Boardwalk at Michigan Avenue 


ATLANTIC CITY 
#23111 


THE MIAMI BEACH HOTEL THAT 
SPECIALIZES IN CONVENTION 
“KNOW-HOW” 


FOR FULL TAILS ON HOW WE CAN 


& 


HELP PLAN) 


| ONVENTION 


OUR NEXT “SUCCESSFUL” 


~ Sap Write Direct to 
Jack Leor 
ENERAL MANAGER 
Accommodations 
9 500 people 


G 


Complete 
from 10 ¢ 


B 
er e POOL ® CABANA clu 


HOT 
ex ON THE OCEAN 
Sere =. AT 65th ST. 
> 477 m FLORIDA 
ZZ miami BEACH 
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Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tacular mountain scenery. Centrally lo- 
cated and easy to reach... Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


get more 


“SELL” 


in your 


SALES 
MEETINGS 


The Berkeley offers an atmosphere 
conducive to concentration . . . 

a location that guarantees 
maximum attendance . . . service 
that promises efficiency. 


The Berkeley's a quick-trip over 
the Super Highways from both 
New York and Philadelphia and 
offers complete facilities to han- 
dle meetings of 6 to conventions 
of 600. Wonderful social activities 
at the hotel or in the vicinity. All 
dining and meeting rooms and 
many bedrooms air conditioned. 
For full information, write or phone 
Mr. Howard A. Heinsius, Sales Man- 
ager — PRospect 5-5000in Asbury 
Park or WOrth 2-4018 in New York. 
HOTEL 


BERKELEY- CARTERET 


ON THE OCEAN AT ASBURY PARK, N. J. 
Only 54 fast miles from New York 
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en. ‘lrade ideas with the other 
fellows on how to push the line, how 
to double sales. Tell others what you 
think will work. Ask them for their 
Keep 


Don’t let your momentum 


ideas. Keep sales problems hot. 
thinking. 
run down while you eat.” 

This lunchtime buzz is unstruc- 
tured, 
No special outline o1 


unregimented, uncontrolled. 
assignment 

given. ‘hey just keep talking about 
sales problems, in twos, threes or as 
they wish. More specific guidance of 


the buzz will come after lunch. 


6. Organized buzz period: Afte: 
lunch we form buzz 
table. Five 
down cross-fertilization. 
eight can’t hear, and will tend to 
break up into halves or twos and 

threes, thus dissipating values. 


groups oft SIX 
wo ild 


oeven or 


Specific subjects are assigned for 
the buzz. Sometimes I arrive at 
these during the morning method 
analysis period by classifying warm 
ip slips and/or difficulty slips as they 
become Occasionally | 
make the classification while the group 
eats lunch. 


ay ailable. 


I may have eight prob 
lems, perhaps four, or whatever fits 
the specific situati 

For one client I set up the buzz on 
1 threefold plan: (1) What the com 
pany should do to in prove sales, (2) 
What the distributors should do. 
3) What the retailers should 
Each table dis« 


signed 


isses one ot 
, 

problems for a 
umount of time. ‘Then 

und each table starts the 
next problem. When all are 


lime 


n el 
deed 


7. Sum-up: Each man 

sults of the buzz for himself. 
have a table chairman do it for his 
ommittee would be like peeling six 
bananas, eating one and throwing the 
est away. So each man takes a pile 
of slips and writes down the five or 


considered 


10 serious, sober and 
wants to make 
regarding ways to solve each problem 
that was taken up during the buzz 


period, 


recommendations he 


These sum-up ideas are the real 
thing. ‘They’are what a man is pre- 
pared to stand behind, to practice 
and to live by on the job. ‘They are 
the sales program or plan or technique 
as seen by each man after a morning’s 
serious and diligent individual think 
ing plus a few hours of cross-fertiliza- 
tion during lunch and in the buzz 
period. 


Wy 
\ 
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HOTEL Ow OF AMERICA 


Hotel Corporation 
of America 


A. M. SONNABEND, President 


a 
A select group 
of the nation’s 
finest hotels 


Superbly equipped 
and staffed to provide the 
most complete Convention 

Service to be found in 


America. 


NEW YORK 


Hotel Roosevelt 


WASHINGTON 


The Mayflower 


CLEVELAND 


Hotel Cleveland 


CHICAGO 


Edgewater Beach Hotel 


BOSTON 


Somerset Hotel 


WRITE US FOR 
FULL DETAILS 


group meetings 
accomplish more 
et Natural Bridge 


Business groups and conventions 
meet with more success in the pleasant, 
peaceful surroundings of Natural 
Bridge. More gets done in business 

One of The Seven Notural sessions, for there are fewer 

bet bho Dat ons distractions here in Virginia’s scenic 
highlands... yet there’s a variety of 
free-time diversions. Modern meeting 
facilities and sleeping accommodations 
are available for approximately 300 
guests, and meals are prepared and 

Natural Bridge Hotel, On 1,600 Scenic Acres served in the highest traditions of 

the Old South. We'll be glad to supply 


further information upon request. 


Air-Conditioned Rockbridge Center 
Hos Game Rooms, Gift Shop, 
Swimming Pool with Beach, Cafe- 
teria and Snack Bor 


sii tein a. NATURAL BRIDGE OF VIRGINIA, INC. 


Member Of Quality Courts James N. Hunter, General Manager, Natural Bridge, Virginia 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recemtly entertained at The Belleview: 
Esso Standard Oil, Travelers Insurance Company, Security Mutual Life, Wirebound 
Box Manufacturers, Aetna Life, Northwestern Mutual Life, Metropolitan Life, 
U. S. Independent Telephone Association, Scientific Apparatus Makers Association, 
yea Association of Architectural Metal Manufacturers, American Institute of 
Accountants. 


DON CHURCH, Manager 
oO 


They are the essence of a day’s 
brain work. Each man’s own ideas 
are there, colored, modified and tem- 
pered by comparison with the views 
of his fellow salesmen. Into this col- 
lection comes a rich array of mature 
sales ideas. And each man rightly 
feels that they are all his. Indeed 
they are his ideas, even if he did pro 
duce them during the day, and even 
if they were produced in his mind in 
some degree by the brain work of 
others in his buzz group. What mat- 
ters is that now they are his ideas 
and he will stand behind them. 


8. Close: I collect the sum-up 
slips, summarize the day’s work 
orally, thank everybody for coopera- 
tion in a hard day’s work of strenu- 
ous thinking, promise a full mimeo- 
graphed summary of the day’s re- 
sults for later distribution, and dis 
miss the meeting. Workshop has 
lasted from 9:00 am to 3:00 pM, or 
perhaps 8:30 to 4:00. Or perhaps 
it from 5:00 pm to 10:00 pM, with 
the luncheon replaced by a cocktail 
and dinner. But it has been a busy 
and fruitful sales meeting. 


9. Processing written results: I take 
home several boxes full of slips of 
paper, each with one good sales prob- 
lem, method or suggestion on it. 
There are thousands of these from 
the day’s workshop, because a man 
can write one idea a minute, and there 
are many men and many minutes. I 
have promised complete privacy of 
the slips. No sales executive is ever 
to see any slip or have a chance to 
identify any writer by handwriting 
or otherwise. So I classify or direct 
the classification of the slips and make 
the organized composite of ideas 
available in typewritten form, ready 
to mimeograph. Thus the home office 
executives as well as the entire sales 
force will get the total integrated 
thinking of the whole sales organiza 
tion. Each has contributed. Each 
gets back his own ideas plus the total 
ideas of his fellow salesmen. 


10. Distribution of reports: Each 
man gets my organized manual-like 
summary. It is like a manual, but 
it is mot a sales manual, for a very 
definite reason. I have put in all 
the main ideas received, perhaps 106 
or 200 pages of them. But there are 
many opposite or controversial views. 

I put down both schools of 
thought, or perhaps several alterna- 
tives, for a given problem. Every 
idea in my composite is what some 
body believes and advocates, but he 
may be wrong. Each sentence in my 
report is therefore like a true-false 
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ST.PETERSBURG FLORIDA 


Delegates Agree! 


Sales mecting executive confercn 
convention big or small, y rest 
assured that your mecting at the r will be 
an outstanding success. Our well-trained con- 
vention staff will work with your chairman on 
every detail 
@ Meeting rooms accommodating 10 to. 500 
@ Superb cuisine—2. dining rooms 
@ Beautiful ball room 
@ Cocktail lounge entertainm 
For dates—Fall, Winter 
Write, wire, phone Director 
Alsonett Resort Hotels 
3042 


st nightly 


J 
t Sales 


The RIGHT Hotel... 
in a Great 
Convention City! 


Ritt-ar itz-Carltor 


/ ee ee ae bo, 


The Ritz Pion very own, 
BRAND NEW Convention Hall 
adjoins the hotel, right on the 


Boardwalk . Capacity: 1500 
persons. It’s smart, spacious and 
efficient with every facility to 
assure convention success. Top- 
fidelity public address systems 
augment the perfect acoustics. . . 
complete banquet facilities... 
smaller rooms for the smaller 
meetings. 
And... here’s some extras: the 
Ritz is the nearest hotel to the 
famed Atlantic City Auditorium 
. it’s the home of the wonderful 
Merry-Go-Round Room for fun 
and relaxation... all Ritz rooms 
have ocean view— 
no “inside” rooms! 


Write, or phone 

Atlantic City 4-3051 
MICHAEL T. McGARRY 
V.P. & General Manager 
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test. It is to be read and evaluated, 
not to be swallowed whole, as if it 
were the true gospel. This fact makes 
each salesman’s reading and study of 
my report a serious business, because 
he is on guard against errors which 
other salesmen may have introduced 
into it. 


Report as a manual: ‘lo pub- 
lish and distribute the report is not 
the end but the beginning. Some 
fine sales training is to come from the 
study of it. But the studying is done 
in the spirit of a critical revision 
rather than a memorization of what 
I have included. Each salesman hunts 
for the errors and corrects them. The 
assignment is to “fix it up” so that it 
can be “adopted,” accepted and prac- 
ticed. 

Each man is to help change it from 
a “manual-like” summary of perhaps 
contradictory ideas to an actual man- 
ual for better sales procedures. This 
quest for the perfect edition, or fo: 
the really best and agreed-on state- 
ment of sales plans and procedures, 
can involve anything from a marking 
up and mailing back of the revised 
copy to a series of sales meetings or 
workshops for detailed discussion and 
debate point by point. Work of per- 
fecting the manual, chapter by chap- 
ter, can be the basis for a regular 
sales training seminar or clinic, ac- 
cording to needs of the company. 


12. Final cautions: (1) Promise and 
actually assure complete anonymity 
and privacy of response. Written 
phases will be of doubtful value un- 
less each man can write freely and 
without personal identification. An 
outsider to process the workshop re- 
turns is the solution for this problem. 
(2) Do the write before the buzz. 
Otherwise the buzz will produce a 
premature meeting of minds on the 
first few superficial ideas that are ex- 
pressed orally, and the day’s work 
will be largely wasted. (3) Don’t use 
any oral examples or _ illustrations 
from the sales field to start the 
writing process. If you do, you will 
“load” responses, channel them into 
your own thought patterns, and de 
feat your whole purpose of getting 
original and creative thinking. (4) 
Don’t try to run a buzz-write work- 
shop without study* and preparation. 
The procedure is on the professional 
research level rather than routine 
gadget and stunt level, and must 
be properly understood and followed 
in order to yield its highest values. 

The End 


*Good source of study, “How to Make 
Training Surveys" by C, C. Crawford (3832 
Mt. Vernon Dr., Los Angeles 8, Calif., $5) 
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The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 


CORRO-sit° 
Makes you-your product- 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS ¢ EXHIBITS 
IT'S FLAME-PROOF 


It’s versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
Institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET. 

It’s striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 7’7” high, adjusts in 
width from 9’ to 11'10”. 

It’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 

It's easy tohandle! . 

Sets up in minutes, with- 

out tools. Repacks easily, 

Comes in attractive one- 

hand carrying case. 

Weighs only 37 Ibs. 

It’s flame-proof! Officially registered 
by the State of California; you can't 
inflame it with a blowtorch! 


49 


MONEY BACK GUARANTEE 
eeeeeeeeeeeeeeeees 
DISPLAY DIVISION, Dept. SM7 
Gibraltar Corrugated Paper Co., Inc 
3 Entin Road, Clifton, N. J. 


CO) EWCLOSED CHECK FOR $........FOR. 
CORRO-SET DISPLAY BACKGROUNDS AT $45 


C) SEND NEW CORRO-SET BROCHURE 


Company. ... 
Address 
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Incentive Boom Keeps Going— 
More Companies Use Travel 


Peak of incentive travel nowhere in sight as smaller com- 


panies adopt package tours to stimulate sales. Big prob- 
lem shaping up for the future is to find new glamor spots. 


Optimistic predictions of last year 
on the growth of travel incentives 
have been surpassed by a wide margin. 
[rips are getting bigger and more 
glamorous and are scheduled for all 
parts of the world. 

Number 
travel incentives to lure bigger and 
better 


of companies turning to 
their dealers and 
growing by leaps and 
bounds. Smaller companies have joined 
the trend. Statistics j 


sales from 


salesmen is 


reveal majority 
of incentive trips now are staged by 
smaller companies and 


than 100 winners. 


involv e less 


Rapid growth can be attributed to 
many Number that 
nothing seems to lend itself to glamor 
quite 


tactors. one 158 
as dramatically as a once-in-a 
lifetime trip. Another “No 
body ‘I already have one 
points out one sage observer. 


tactor, 
Can say, 


Competition among manufacturers 
for dealer preference is so keen that 
a company is almost forced to match 
or top travel incentives offered by a 
competitor. Most noticeable in this 
is the appliance field where 
almost every major company has some 
travel incentive campaign 
or just completed. 

Winners’ personal investment in 
the trip is low because most manufac- 
turers pick up the tab for all expenses, 
including sightseeing tours and tips. 
Typical winner can go for the entire 
trip without spending a cent. ( Barber 
service 1S 


respect 


underway 


sometimes included free.) 


Biggest outlay goes to souvenir shops. 


Wiv es are 


invited on more and 
more trips. Sales management has 
found it wiser to include wives and 


have them rooting for their salesman 
husbands to bring home the necessary 
points. Women are much less enthu- 
that will take 
bask on some sunny 
Barrage of literature to 
the salesmens’ homes keeps wives en 
thused about the possible trip and 


Siasti 


about a contest 
mates away to 


shore alone. 


builds up pressure on salesmen to win. 
Enthusiastic 


endorsement of travel 
incentive has fostered its own prob 
Problem man 


lems. companies W ll 
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have to face in the near future is: 
where to go? Competion is keen. Not 
only must a company provide a trip 
more glamorous and exciting than his 
competitors, but he must top last 
year’s effort to keep his dealers and 


salesmen at fever pitch. It won't be 


easy. 
Some observers predict trips to 
more foreign countries. Higher ex- 


penses may rule out this possibility 
for many. ‘To make an expensive 
pay off in sales the 


would have to 


trip 
manufacturer 
raise his sales quota 
higher and run the risk of eliminating 
too many salesmen from contest eligi 
bility. “op salesmen would continue 
to qualify, but group 


no longer be if goal were 


median 
stimulated 


would 


too high. 


One answer is trips of graduated 


value. Top point winners qualify Tol 
most expensive trips. Recent contest 


at Zenith Corp., Chicago, offered 160 


"Oh, no.. 


trips to Bermuda and eight trips to 
Paris as top prizes. 

Contestants at Norge Corp., divi- 
sion of Borg-Warner Corp., Chicago, 
could qualify for either a trip to 
Mexico City or Puerto Rico, depend- 
ing upon purchases of Norge ap- 
Dealers who earned 
one trip could take their wives at 
sonable cost. 


pliances. only 


Ca 
Of interest to travel incentive 
planners is fact that Norge dealers 
were so enthused about travel that 
the majority of winners qualified for 
the most expensive trip — to Mexico 
City. Norge, which had originally 
planned four trips — two to Mexico 
City and two to Puerto Rico—had to 
add three additional trips to Mexico 
City. ‘Total of 1,200 dealers 
feted by Norge on six-day trip. 


were 


Officials are enthusiastic with con- 
test results. R. C. Connell, vice-presi 


dent of sales, Norge, calls it one of 


the most successful incentive drives 


ever held. ““We consider it the biggest 


single factor in building our dealer 


force to handle a $51 million 
( rease,” he Says. 
Problem of setting sales quota 


which dealers or salesmen must reach 


to qualify for a trip has been ap 
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SI ulroducng hhc 
Ni O Ss A ! C Hrecentiy refurbished and 


redecorated, the new Mosaic Room 


is now available for meetings, 


banquets and receptions. Across from 


th eN ew Yo rk er ’ s the new Coffee House on the quiet 
Lower Lobby, this attractive room is 
newe Ss t easily accessible to the lobby by 
Pp r i Va t e f un ct i on room the new two-way escalator. Air- 
conditioned and wired for closed 
circuit Television, the Mosaic Room 
also offers a large adjacent kitchen 
which provides delicious food and 
prompt service for banquet functions. 
For full information concerning the 
Mosaic Room... and the other 
attractive ballrooms and meeting 
rooms of the New Yorker ... please 
contact our Sales Department. 
LOngacre 3-1000. 


Teletype: N. Y. 1-13: 


THE MOSAIC ROOM 


Capacity Meetings 400—Banquets 350 

Dimensions 906” x 32'6”—Height 18’ = 
Floor Area 2867, square feet 

Location Lower Lobby 


STORAGE AREA 
270 SQ FT 


fRcioMT ELEVATOR 


F ithe 
SAREE ECR — AEN ELEN ST I 
< . 


\ 


HOTEL 
34th STREET AT 8th AVENUE Cw/ Cre 
NEW YORK 1, N. Y. 


Direct Tunnel Connection from Pennsylvania Station 4 HILTON HOTEL 
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For Company Meetings 


The LAURENTIDE INN 
& COTTAGES 


Ste. Agathe des Monts 
P. Quebec, Canada 


Open year ‘round... 

58 miles north of Montreal, in 
the heart of the Laurentian 
mountains 

ideal for groups up to 75 
Laurentide overlooks lake and 
mountains .. . 

Complete sports facilities: ski- 
ing to golf... 

Air conditioned public rooms 
Wives are welcome, too. 
They'll enjoy our excellent 
French cuisine! 

Public Address System @ Visual 
Aids: blackboards, bulletins, 
projectors (16 mm. sound, 35 
mm, slide) @ Exhibit Space 


For information & available dates 
write or call collect 


Kenneth W. Harrison, Pres. 


The Laurentide Inn 
Ste. Agathe des Monts, P. Que., Canada 
Tele, Ste. Agathe 39! 


A few of the organizations that 
have met at Laurentide: 


International Air Transport Association 

Houbigant Sales Corporation 

Trans Canada Airlines 

Royal Liverpool Insurance Company, 
Ltd. 

Bois McCay & Associates, Ltd. 

Sherwin Williams Paint Company 


Don MIAMI to HAVANA 
Miss the Boat! vig *~ FLORIDA 


ieniicinees ‘ - \ ROUND TRIP uP a 
RUIS 
. p (Every Mon. 
i) a 
5 P.M.) TAX Friday) 


Make this fun-packed 


overnight cruise a part Arrange for your members to come a few days early... 
of your program to or stay later for needed relaxation...by sailing over- 
help build Florida night to gay, romantic Havana...with outside Stateroom 
Convention accommodations...4 delicious Meals in Air-Conditioned 
d comfort...Deck Chairs...Cocktail Lounge...Dancing... 
attendance. all included in the low-cost fare. 
Write For Complete Information...But Do It Now! 


P & O STEAMSHIP COMPANY e¢ P.O. BOX 1349 © MIAMI 8, FLORIDA 


INQUIRE ABOUT SPECIAL GROUP PLAN 
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proached in two different ways. Ked- 
ders-Quigan Corp., Maspeth, N. Y., 
offers expense-free trip for two to 
dealers buying specific number of air 
conditioners. In 1951 only 95 dealers 
qualified. Last year, because of rap- 
idly expanding air conditioner market 
and dealer interest, Fedders enter- 
tained 2,500 dealers and wives in 
Jamaica. ‘This year Fedders expects 
4,000 dealers and wives to be eligible 
for a seven-day trip to the Dominican 
Republic. 


Airtemp Offers 30 Trips 


Airtemp Division, Chrysler Corp., 
Dayton, offers 30 trips-for-two to dis- 
tributor salesmen who chalk up the 
highest percentage increase in their 
individual sales quota. Number of 
trips is held constant without dimin- 
ishing competition among salesmen. 

In its sales incentive contest, Bryant 
Division, Carrier Corp., Syracuse, 
also used the percentage method to 
arrive at the qualifying. sales goal. 
Dealers of Bryant’s heating, water 
heating, and residential air condition- 
ing lines were eligible for expense- 
free trips to Bermuda. As each dealer 
entered the contest, he was assigned 
a bonus goal—a dollar figure equiva- 
lent to a fixed percentage of his pur- 
chases in 1954. Bryant dealers won 
564 Bermuda vacations, in addition 
to 48 trips awarded to branch mana- 
gers, distributor principals and sales- 
men. Points earned during the con- 
test and not applied to the Bermuda 
trip were redeemable for merchandise. 

Miami, Bermuda and Carribean 
area are high on the list of favorite 
travel sites, but trips have been of- 
fered to all parts of the U.S. and 
some foreign countries. Sylvania Elec- 
tric Products Inc. dealers, distribu- 
tors’ salesmen and distributor officials 
have just returned from a paid vaca- 
tion in Nassau. Sylvania entertained 
800 guests at the Emerald Beach 
Hotel in two groups. Organized en- 
tertainment program included char- 
tered boat trips, automobile tours of 
the island and golf. Winners quali 
fied on basis of television, radio and 
hi-fi phonograph sales. 

Race to find new glamor packages 
is on. Philco Corp., Philadelphia, re 
cently transported 56 contest winners 
on an 18-day trip around the world. 
On the planning board of a major 
Eastern manufacturer is a sales incen- 
tive campaign featuring trips to Spain. 

Wherever vacations sites are, you 
can be sure number of companies and 
sales incentive contestants will con- 
tinue to grow in the coming year. 


The End 
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DELTA DC-7’s SERVE 


the most important 


a / 


NEW YORK 
WASHINGTON 


— 


CONVENTION CITIES 


Fly Delta to your business meetings or conventions. Experienced per- 
sonnel will help you contact members, reserve space and make all ar- 
rangements for your convention flights. Delta offers wide choice of 
flights and fares from the economical daylight and Owl coaches to the 
Golden Crown DC-7’s, the World’s Fastest and Finest Airliners. 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia AIR 


CHICAGO 
MIAMI 

NEW ORLEANS 
ATLANTA 
HOUSTON 

ST. LOUIS 


One of America’s 
Pioneer 
LINES Scheduled Airlines 
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speaking of Conventions... 


you’ll have more fun and get more done 


see you at 
~ 
SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 
biveprintin mplete olans and details hotel, cabana & yacht club 


Q 


ROBERT H. WHALEN, Director of Sales GEORGE E. FOX, Managing Direct 
ON THE OCEAN AT 45th STREET, MIAMI BEACH, FLORIDA 
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ALL THIS IS YOURS... 
FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations . 
to seat any size meeting from 24 to 1600! 
e Monitored air-conditioning 
e Advance-design lighting and sound equipment 


e Outstanding cuisine... 
served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


e Underground parking garage 
e Yacht anchorage on protected Indian Creek 


e 30,000 square feet of exhibit space 
at reasonable rates 


ALL THIS — PLUS: 


Olympic pool and private ocean beach 


Over a hundred luxury cabanas 
with individual bathrooms 


Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 
Three delightfully different 

dining rooms to suit your every mood 


Informal gaiety and dancing in 
Harry's American Bar 


Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 


2 Sales Builders That 
REALLY BUILD SALES! 


For the special sales event, to introduce new 
products, new models or special “week” pro- 
motions, openings, anniversaries, here are two 
unusual premiums or giveaways that thrill 
women from coast to coast! High prestige 
idea at low cost for local, regional or national 
campaigns. Flown direct from HAWAII to 
anywhere, ready to pin on. Order 100 or 
thousands. Guaranteed Delivery. Free adver 
tising and promotion aids. 


HAWAIIAN 
VANDA 
ORCHIDS 


Women love the exotic 
Vanda Orchid. Arrives 
dewy fresh as the day 
picked in easy-to 
handle tray cartons. 
Keeps for days. Costs 
but a few cents each 


UNIQUE 
WOODROSE 
CORSAGE 


This unusual rose is a 
real flower preserved 
by nature to last for 
ever Low in cost 
they're prized by wom 


en for ts unusual 


beauty 
Write for price list and illustrated catalog 


Dept. SM76 


Flowers of Hawaii - H. C. Krueger 


670 S$. Lefayette Pk. Pi., Los Angeles 57, Col 


THE 


CLARIDGE | 


OTEL 
ATLANTIC CITY 
A FEATURE TO MATCH 
YOUR EVERY REQUIREMENT 


Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 

GEORGE 8. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 


STANLEY B. CAMPBELL 
les Manager 


Telephone Atlantic City 5-127) 


Complete with colorful ribbon bow. 


Salesmen 
Involvement 
Basis for 
Program 


Pre-meeting questions 
and case-history con- 
test supply material. 


f Wolverine Tube Co. 

Calumet & Hecla, Inc., 

supplied most of the program for their 

annual sales meeting. Detroit-based 

used contest and pre meeting 

question cards to promote greater 
meeting participation. 

Months before the meeting, sales 

their ob- 


men were invited to submit 


to 


Wolverine 
prob- 


servations and possible solutions 
SIX Case sf idies devised by 


dealt 
lems that might be met by 


officials. Studies with 
salesmen 
price, 


involving testing, personality, 
1 Case 


reciprocity 


st id es W 


ished for 1 total of 


SES Cac Prizes were offered 
the best 
problems. 

Keach aresmi returned his pre 
posed solutions directly to John Dun 
and chairm: 
Short 


ser, director of sales 


of the 


to his district manager kept manage 


1955 conterence. notre 


1 
Salesmans prog 


each 


informed of 


Guard Anonymity 


Anonymity of entrants was guard 
ed carefully. Each salesman put an 
arbitrary five-figure digit on the top 
and bottom of his entry. Bottom 
half was torn off and kept by en 
trant as a record in case his entry 
won. 

Entries were judged for appea 
ance, analysis, practicality of 
tion and the follow-through. 

Code numbers of winners were an 


solu- 


DISCUSSION of 
niques is opened by H. A, Lyon and Dean 


professional sales tech 


Folley. Meaning of ''U plus 2" was disclosed. 


nounced at the meeting. Winners had 


their choice of oitts set of golf clubs, 


portable ae set, or a trans-oceanic 


radio set. Every salesman received a 


lighter, 


r} 


inscribed with his signature 
he conference theme, “‘l 


and pl 1S 


: as a reward for his participatiol 
nemento of the meeting 
nning entries were discussed a 
h nicl 


1 nmignt or 


bull sessions scheduled ea 
the two-and-a-half-day meeting. Cases 
served as a lure to these voluntarily 
attended sessions, as well as a take off 
salesmen’s 


point to discussion of 


} 
| 
problems and viewpoints. 


Question Cards 


Months before the meeting, sales 
men received special “‘question cards 


hey were asked to list ques 


li 
wanted answered at the 


ards were sent out on two 
asions for better sampling 
werage. (ueries, re 
advance by company exec 
discussion FuIdeS 


de cood 

f round-table discussions 

ng the 

Cards also pinpointed 


problems. 


meeting. 

saiesn en's 
ittitudes and Questions 
which cropped up frequently were re 
rred to district managers for 
In addition to 
making possible better preparation for 
the round-table 
cards made for 


more 
immediate attention. 
discussion, question 
greater participation 
on the part of individual 
Sales meeting planning 
headed by H. A. Harty, 
held its first 

Meeting theme was “U 
emphasizing the point that 


salesman. 
committee 
advertising 
manager, meeting in 
February. 
plus 2,” 
“professional” salesmen possess both 

knowl 


sales techniques and product 
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THE HOTEL F THE AMER as 


= : [ [ y = - 7 
t | Re mericana 

Bal Harbour | oe Aggy," OCEANFRONT, 96th TO 98th STREET, 
. ' = Z BAL HARBOUR, MIAMI BEACH, FLORIDA 


THE PERFECT LOCATION 
' AT YOUR SERVICE 
A Group Meeting Service Staff of over 100 specialists 
with more than 1000 years experience in planning and 
servicing successful meetings. The AMERICANA will open 
its doors to guests November 1956. We are extremely 
xious to have you and the members of your fine 
Organization be among the first to enjoy the exceptio 
facilities of this great, new Resort-Estate 
Send today for descriptive Group Meeting Brochure 
with plans, rates and list of available dates. Address 


Charles T. Craddock, V. P. & Mng. Dir. 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 
ALABAMA 


TEXAS 
HOTEL ADMIRAL SEMMES Mobile HOTEL STEPHEN F. AUSTIN 
HOTEL THOMAS JEFFERSON 
STRICT OF COLUMN” = HOTEL BROWNWOOD 
HOTEL WASHINGTON Washington Thavis 


INDIANA cor 
HOTEL CLAYPOOL Indianapolis SUCCANEER 


GALVEZ 
LOUISIANA OTEL JEAN LAFITTE 
JUNG HOTEL New Orleons CORONADO COURTS 
HOT T New tean: 
eee CHECK THE ee ere Orleans HOTEL PLAZA 


NIBRASKA 


HOTEL PAXTON Omaho B ; 
NEW MEXICO TEL MW 
HOTEL CLOVIS Clovis ANGELES COURTS 
VIRGIN 
SOUTH CAROLINA WOTEL MOUNTAIN LAKE .Mountein Loke 
” HOTEL WADE HAMPTON Columbia HOTEL MONTICELLO Norfolk 
\ TELEPHONE 
NEW YORK Murray Mill 66970 WASHINGTON—Executive 36481 


CHICAGO—Mohowk MEXICO CITY—10.4800 


HOTEL New Orleans Wax 


Yfjtiz/ fidine tl we 
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edge and combine the two for success 
Meaning of “U plus 2,” 
was a closely guarded secret although 
teatured on all 


ful sales. 


meeting correspond 


ence. 


Meet Separately 


Wolve: ne’s 55 salesmen were d 
vided 


l- 


into 


two groups. Each group 


met separately. One group met Mon- 
day, Tuesday and a half day Wednes- 


day. Second met 


group Thursday, 


Ae RRR 
For Your Sales Meeting 


or Conventions 
up to 350... 


“Have FUN... 
Yet Get 
Work DONE” 


at wonderful, wonderful 


STATE PARK 


Affiliated with Western Hills 
—Fr. Worth. ALL conven- 
tions and sales meeting 
facilities in the loveliest set- 
ting in the Middle West. On 
beautiful Lake Fort Gibson 
— on highway 51 outside 
Wagoner — only 50 miles 
from Tulsa. Special rates for 
meetings — advance reser- 
vations required. Call 1290, 
Tahlequah or write — 
Charlie W. Bliss, Jr., Res. Mgr. 
Wagoner, Oklahoma 


Friday and Saturday. Both groups 


held a joint get-together Wednesday 
evening in a banquet and hospitality 
suite. Smaller it was felt, 
made for greater informality and ease 
in learning. ‘‘Men are more relaxed 
and willing to discuss their problems,” 
says Harty. 

On opening day, after greeting by 
Dumser, 


groups, 


salesmen got their first taste 


of “U plus Seminar, conducted 
by Dr. W. C. Folley, H. A. Lyon 
and E. ‘T. Raney, of Wayne Uni- 


versity and Executive Behavior, Inc., 
set academic tone of the meeting. 
Seminar the “professional 
salesman as a self-manager together 
with his relationship to the company 
and to the business community.” Dis- 
lasted over 


CoV ered 


cussion two hours, in- 


terrupted only by a coffee break— 
plenty of time to fill the oversize 
memo books supplied by Wolverine. 
Embossed with each salesman’s name, 
books doubled as place cards for the 
initial meeting. 

Buffet luncheon, aimed at informal- 
ity, gave salesmen a chance to relax 
before the next session. 


Round-table Discussions 


Afternoon session was devoted to 
series of round-table discussions be- 
tween salesmen and managers of ad- 
vertising, 


sales service and 


product sales departments. 


various 
Salesmen 
were divided into eight groups and 
managers and their assistants rotated 


among the groups so that each group 


talked to managers from four differ- 
ent departments the first day. De- 
partment heads, armed with advance 
question cards, came well prepared to 
answer questions. In addition, execu- 
tives attempted to give salesmen a 
general picture of their particular op- 
eration. Discussion period lasted two 
and a half hours. 

After banquet-and-cocktail hour, 
salesmen were invited to attend bull 
sessions moderated by Messrs. Lyon, 
Folley and Raney. 
optional; company 
turnout. 

Salesmen were split into two groups 


Attendance was 


reports a good 


for the bull sessions, with refresh- 
ments available. Discussions centered 
around winning solutions to case 
studies. Case histories were divided 


between the two moderators and men 
were free to go to either session or 
to swap around as they chose. Start- 
ing with winning solutions, discus- 
sions ranged from “How far can a 
salesman go in buying business?” to 
“What is personal integrity?” 

Officials call the bull 
“gratifying success.” ‘‘Demonstra- 
tion of interest was conclusive. Both 
rooms were crowded not only for the 
full two hours each evening, but for 
one or two hours additional. Main 
difficulty, as a matter of record, was 
in trying to give everybody a chance 
at the discussion rather than trying 
to stimulate discussion, Everybody 
wanted to get into the act!” reports 
Dean Folley, School of Business, 
Wayne. 


Second 


sessions a 


losel y 


day’s activities 


WRITE... 
WIRE or 
PHONE / 


You must get the facts about the Holly- 
wood Beach Hotel before making any 
final commitments for your sales meeting! 
This book includes blueprints, full-color 
photographs of facilities, equipment lists, 
and much more. 


wOLLVYwWOOOXO.-sBY- 


Plywood Brack. Plotel 


AND COUNTRY CLUB 
THE. 
N. Y. Office: 502 Park Avenue, MU 8-6667, TWX New York 1-3722 
Chicago Office: 612 N. Michigan Avenue, Room 202, SU 7-1563 


GET THE FACTS, THEN DECIDE 
This FREE BOOK will 
Write for it today. 

JOHN W. TYLER, Manager 


help you 


JOHN F. MONAHAN, General Sales Mgr. 


SEA iN FLORIOA 
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paralleled the first. After seminar first meeting was repeated in its en- EGatG 
on “What Makes People Tick,” tirety with meeting running until FOSR SALES MANAGERS ond 
round “t able discussions included sec- Saturday afternoon. i ay CONVENTION PLANNERS! 


ond half of aha group with depart- In December—two months after 


ment heads meeting salesmen missed the meeting—Wolverine sent out + oe 
on Monday. 3ull sessions in the questionnaires asking for comments ee 5 BOOTH STOPPER 
evening discussed sec F win- ‘ ggesti the meeting. Sales- 

vening d —— econd half of wit ind suggestions on the n - ee ae pes"ve Gees fooling for... 
ning case studies. men endorsed company’s departure 

On Wednesday first group met from the usual sales meeting. iS) Gh, PERSONALIZED 
with second for a joint banquet. De- Perhaps the best testimonial on the Se cr QUALITY MINT & 
partment heads were on hand to make success of the meeting came from the ‘ 
introductions and how to get to know oldest sales person present. * This is 
salesmen better themselves, - the first sales meeting I’ve attended a p 

First group departed on Thurs- in 40 years where I couldn’t predict will packets 
day morning while second group got in advance what each speaker would | —the inexpensive, 
} , } > 3 - ” So cae appreciated, impres- 
down to business. Program for the say,” he reports. e En 


sion-making giveaways that assure 
attraction to your booth or display! 


~e~—7~~——"—_—wesemssee a ae ae nea ee eae eeeeeeee_see_eeeeeeeeeeeeeeeeeeG5we eee eee eee Any trademark, slogan, product 
or attention getting message 
colorfully reproduced on colorful 
sealed cellophane packets con- 
taining delicious after cocktail- 
dinner mints or lollypops will 
attract them help you sell them! 


ere 


Handy Volume for Speakers 


Material from three books by Herbert V. Prochnow has been 
extracted and put into a Cardinal Edition of Pocket Books, Inc. 
Titled ‘““The Toastmaster’s and Speaker’s Handbook,” this new 
volume is crammed full of stories, quotations, introductions and 
epigrams. 


cK “PONTIAC. o.0s 


For a speaker who is often stumped for illustrative stories or “a 
CHEVROLET » CAD 


seeks material to lighten a heavy subject, this new book is worth 
many times its 35-cent cost. 

. it) . : ’ — - a ai s - 
In — to humor, Prochnow’s new book contains many FREE MINTS, LOLLYS, DETAILS ON REQUEST 
inspirational items. 


CP, 137% AEN nits 49? Neptune Avenue 

CAN VEEP Brooklyn 24,.N. Y. 

AMERICA’S LEADING MANUFACTURER OF HIGHEST QUALITY 

MINTS IN FINEST PRINTED CELLOPHANE PACKETS FOR 
GOODWILL ADVERTISING 


) 
{ 
( 
( 
, 
{ 
¢ 
) 
( 
( 
( 
( 
( 
( 
( 
( 
( 


COMPLETELY AIR-CONDITIONED 4 


YOU'LL MEET WITH MORE SUCCESS IN THE 
SPACIOUS COUNTRY-CLUB SURROUNDINGS OF THE 5 


SIX ACRES ON THE OCEAN AT 98th STREET, MIAMI BEACH, FLORIDA 


Here in the comfortable seclusion of fashionable Bal Harbour, you'll find a 
rare combination of casual charm and luxury—the most pleasant atmosphere 
for meetings and conventions! And at the Balmoral, you'll enjoy matchless 
facilities, whether your meeting is intimate or a large group gathering 


plus a full roster of gala after-business activities! 


262 luxurious rooms, most with private terraces ¢ 11 meeting rooms, seating 
from 10 theatre-style to 650 banquet-style « 3 separate dining and cocktail 
areas ¢ Garden banqueting in the “Glen” « Smart Balmoral Club, Embassy 
Supper Club « 2 full blocks of private ocean beach, Olympic podl and cabana 
area * Golf driving range on hotel grounds « Free parking on premises 
Circulating ice water in every room 


A thoroughly experienced convention ROBERT B. LEGGETT 


staff managed by Dick Elterman, will General Manager 
be on hand to offer you new and help- N.Y. OFFICE 


ful convention ideas! PLaza 5-3344 
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The 
Cavalier 


A RESORT CLUB 


Choice 


in convention facilities 
and recreational diversity 


For a "good meeting” and "a good 
time," your group couldn't make a 
The Cavalier is 
Easily Accessible .. . Centrally 
Located . . . Ample in Accom- 
modations . . . Has Air Condi- 
tioned Meeting Rooms of All 
Sizes, the most modern conven- 
tion equipment and Service, A 
convention Director and Staff 
geared to your convention re- 
quirements — and a matchless 
ran.je of recreational facilities 
including 


happier choice. 


2 championship 
golf courses. 


planning your 


meeting? 
G =x 
Y= 


Split Rock Lodge and Club nas year-round 
facilities to make business a pleasure. At 
2000 feet elevation, within easy reach of 
New York or Philadelphia, are newly en- 
larged conference rooms, spacious cottages 
and guest rooms, unexcelled service, bar 
and cocktail lounge, fine food 

For our convention folder and complete 
information write to William D. Herrmann, 
General Manager, Split Rock Lodge and 
Club, White Haven, R. D., Pa. Telephone 
White Haven 4561 


On Lake Harmony in the Poconos 


Split Rook 


LODGE AND CLUB 


New Building Tour Follows 


Film on Designs of Future 


Insurance company takes agents from association conven- 


tion to its new offices as a follow-up to film, “America To- 


morrow,’ shown at national meeting six months earlier. 


Delegates at the National Assn, of 
Mutual Insurance Agents convention 
last October were shown a film which 
depicted ‘‘America of Tomorrow.” It 
graphically illustrated the importance 
color and imagination in 
office buildings and factories as well 
home of the future. 

Last month, these same delegates 
NAMIA’s mid-year con- 

Atlantic City 

exciting sequel to the 


a 


ot design, 


as in the 
attending 


vention in were 


treated to an 
film. On June 13, as guests of Penn- 
Lumbermens Mutual Insur- 
agents and their wives 
stepped into the tomorrow of the film. 
Chey newly completed 
PLM Building offices at Broad and 
Walnut Streets in Philadelphia. 

Embodiment of the company’s im- 
winative thinking, the decor ot 
PLM’s new home office 
step forward. An adventure in color 
and design, it is the application of all 
the elements which the delegates had 
seen on the celluloid forecast. 

“We wanted as many mutual in- 
surance agents as possible to see our 
new home office,” says Fred H. Lud- 
wig, president of PLM. ‘“That is why 
we extended the invitation to all 
delegates attending the NAMIA con- 
vention in June. We felt that they, 
too, would find it an inspiration to 
more progressive thinking.” 

Progressive thinking, or more spe- 
cifically—forethought—played an im- 
portant part in the planning of the 
exodus from Atlantic City to Phila- 
delphia of more than 150 delegates 
and wives. 


entered the 


is a dramati 


First consideration, of course, was 
to determine how many delegates 
would participate in the Agents’ Day 
program. To get this information, 
NAMIA’s executive director, Philip 
Baldwin, arranged to have a ticket 
included in the convention’s booklet 
of coupons. These were filled out by 
those interested in the tour and turned 
in the PLM 
tion desk at convention headquarters 
in The Claridge Hotel. 

Next, PLM 


convenient nd 


booth or the registra- 


sought out tl most 


comfortable trans- 


portation facilities. Keeping in mind 
that many of the visitors would be 
seeing the area for the first time, 
PLMI chartered glass-domed sightsee- 
ng buses equipped with ai1 

and reclining chairs. 

glass-domed-entourage left 
lhe Claridge at noon and headed 
north via the White Horse Pike. The 
bus operators used a public address 
system to call attention to points of 
nterest along the highway. Later, as 
they drove through old Philadelphia, 
the pointed out historic 
Betsy Home, 
burial place of Benjamin Frank- 
lin, Old Christ Church and Inde- 
pe nde nce Hall. 

First scheduled stop in the deluxe 
tour (at 1 pM) was the Cherry Hill 
Inn, Haddonfield, N. ix where PLM 
officials were host to the visitors at a 
new-building celebration party. All 
the women at the luncheon were pre- 
sented corsages with PLM’s compli- 
John Ford, 
president, was master of ceremonies 
and introduced Ludwig who briefly 
hinted at what the guests might anti 
pat building. 

Adhering to a rigid time schedule, 
the buses left for Philadelphia 
promptly at 3 pM to allow sufficient 
time for the building tour and the re- 
turn trip to Atlantic City for the 
convention’s closing that 


night. 


C ond » 


operators 
, 

shrines 
the 


such as Ross’ 


ments, 


executive vice- 


pute at the new 


festivities 


PLM provided a special agent to 
act as guide for each bus’ passengers 
in the journey through the offices. 
Stepping from elevators on the third 
floor, guests entered the main lobby, 
half of which is walled in two-foot, 
eight-inch-wide panels of light walnut, 
each panel set at an eight-inch angle 
from the wall. In the panels were 
mounted 11 x 14 color transparencies 
showing storms, fires and other dis- 
asters which are covered by PLM 
insurance policies. Carpeting in the 
lobby is a combination twist and cut 
pile of natural wool 
forest floor with earth, grass, leaves 
and acorns in natural, nut-brown fall 


color. 


resembling a 
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Across the wall behind the recep 
tionist’s desk, mounted in brass, 1s the 
full name of PLM and the company’s 
emblem—a massive oak tree. 

Moving from the main lobby to 

executive ofhices, delegates and 
wives passed through an 
corridor which is an artfu ( 
lighting and fabric to mini 
length and tunnel-like ap 

» passageway, One wall 


] 
COLOT, 


ize the 


to ceiling is painted golden 


; 


h and the opposite wall covered 


a grass cloth on silver paper. 
jdwig’s office is finished in ma 
gany, and Ford’s in walnut. Visitors 

fascinated by the paneling in 
idwig’s office which conceals a T\ 


-abinets, wardrobe fitted with 


. 
hat racks with brass hard 
with hanging sink 
and stall shower with floor in black 


te and gray ceramic tile and wall 


ware bathroom 


in persimmon. 
Next Stop was the board 
40 ft. 


is walled in 


tors room, long by 
The room 
paneling and carpeted in ; 
colored heavy pile. Cabinet work 
ludes pull out 


+ | , rT j 


long rn design 
by Risom. Chairs are by Gunlocke 


ther. 


TOO 
Saddle lea 

the employes snact 
pped with a Genet 
igeratol! 
Other conveniences 


wall cabine 


rooms fo1 
hing. and correspondence 
anscription of Ediphone records 
ofh ec 


desks are i 
tops ol 
cross one end 
a five toot 
made up ol! 
walnut II 
pattern wit! 
glass. Doo 
tO the junior 
ht colored I 
1 different hue to ¢ 
1 walnut 


room. 


M in block col imi! 


the general offices are paint 


ditterent colors, some blue, son 


, others lemon yellow, persimmon 
second floor, occupied Dj 
unting and tabulating depart 
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ments and the special agents group, 
guests found the lobby similar in gen- 


eral design to the lobby above. !n the 


second floor lobby, however, there is a 
switchboard 
built cabinet instead of a reception 
desk. The wall opposite the elevato: 
is light 


enclosure in a custom 


entrance antique gold and 
gray. 

In a brief farewell speech, Ludwig 
reiterated to delegates that eve: 
PLM offices 
equipment, carpeting and wall 


PLM’s desire to 


only stimulate employee morale 


in the new 
ings—reflects 


to present to the world an attracti 


and progressive appearance in keep- 
ing with the company’s $15-million 
annual rate of premium writing. 
Before their departure, 
were returned to the main lobby and 
introduced to Ellen the Secretary—a 
PLM. personality who has been fea- 
tured in advertisements for the past 


visitors 


several Ellen presented each 


woman with a souvenir of the oc 


years. 


casion. 
Guests were then escorted to wait 
ing buses for the return trip to 
Atlantic City via the Black Horse 
Pike. 
The End 


AMERICA’S MOST ENJOYABLE CONVENTION 


awaits you at this famous Pennsylvania resort hotel 


. nn se a el 
FOREST GLADES POOL. En 


night on the pool’s Star-lit 


CHAMPIONSHIP GOLF on Galen’s beautiful 


18-hole golf course a golfer’s paradise! 


Here’s a magnificent setting for your 
next convention! High on a moun- 
tainside in the Pennsylvania- Dutch 
country, surrounded by 1000 acres of 
private woodland, Galen Hall Hotel 
has every facility for groups from 10 
to 500: two air-conditioned banquet 
rooms, each seating 500... six meet- 
ing rooms 2400 sq. ft. of exhibit 
space trained staff 
gram entertainment and dancing 
nightly. Season: April — October 


social pro 


Wernersville, Pa. +» Sinking Springs 8011 
Daniel Burack, Director 
Write for booklet.N.Y. phone, Enterprise 6602 


Easy to reach by car: near Reading Inter- 
change, Pa. Turnpike by air: TWA, Colo 
nial, Capital Air Lines to Reading Airport. 


Bedt CONVENTION SITE 
on the MISSISSIPPI 
\, GULF COAST @By/ 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI! 


“THE GULF COAST'S FINEST HOTEL FOR 
THE FINEST CLIENTELE’ 


100% AIR-CONDITIONED 


Everything under one roof—meeting rooms 
for small, Regional or large National 
groups, . banquet and dining facilities. 
Beach — swimming pool — private 1|8-hole 
championship golf-course — dancing — 
planned entertainment. 


We specialize in personalized attention! 


Inquiries appreciated and promptly 
handled. Write: 


A. P. SHOEMAKER General Manager 
N. MEISNER, 
Convention Manager 


Cdyewite? Cuff, a 


EDGEWATER PARK, MISS. 


CHIPPER says: it's no ef- 
fort to bring your group 
to 


FEATHER RIVER INN 


Convention hotel par excellence. 
Fine large auditorium and all neces- 
sary meeting equipment. 


Recreational activities include golf, 
swimming, dancing and between 
meetings—sun-lazing. 


Blairsden, Calif. 
Vernon 6-2501 


San Francisco Office 
Ferry Bidg., Garfield 1-4196 


Chicago Office 


The Interstate Co., Suite 1450 
Mdse. Mart, Michigan 2-5680 
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If It's Worth Saying 
It's Worth Reporting 


Verbatim report for study and follow-up to every meeting 
worth holding should be considered. Who said something 


is often as important as what is said at a convention. 


BY FANNY S. SWEENEY 
President, The Master Reporting Co., Inc. 


A meeting worth holding is worth 
reporting—and not merely on tape, 
but by a method which will lend it- 
self to putting what is said in type- 
written form so it may be studied. 

Sure, some of it will be water over 
the dam and no one would be worse 
off for its being washed away. But a 
group of thoughtful people in a well- 
conducted meeting and a well setup 
program, followed. by discussion, in- 
variably evolves something construc- 
tive, And the only way to be certain 
of preserving it is to make a verbatim 
report. 

If one is to make a verbatim report, 
it is essential that the physical aspect 
of the meeting and the procedure 
should be carried on in such a way 
that the reporter can hear everything 
that is said—not have merely a gen- 
eral idea, but every word without 
strain. If the reporter can’t hear, how 
about the audience? There is nothing 
more frustrating than to sit in a 
meeting where one can’t hear. If it 
is something in which the audience is 
vitally interested and everyone is hav- 
ing trouble hearing, attention is 
bound to be divided. If the attendants 
are only mildly interested, they soon 
become disinterested and go to wool- 
gathering or leave meeting entirely. 

In a medium size, as a 
rule, an will listen with 
greater comfort and satisfaction with- 
out the use of a public address system. 
A diplomatic chairman can see to it 
that speakers raise their voices sufh- 
ciently to be heard. If this is accom- 
plished there is no distortion, and the 
whole atmosphere of the meeting is 
more relaxed. 

Where the room requires a public 
address system, a chairman should not 
recognize anyone who fails to go to a 
microphone. There is nothing so likely 
to bore an audience as having a per- 
sonal conversation going on between 


room of 
audience 


an individual sitting in the first or 
second row and someone on the plat- 
form which no one but the people 
up front and those on the platform 
can hear. 

Who people are, in most meetings, 
is just as important as what they say. 
In fact, what they say may be either 
important or unimportant depending 
on who they are and what their con- 
nections are, It is, therefore, essential 
to connect names with comments. 

Most people are poor 
enunciators when it comes to giving 
their names. If a useful record is to 
be made, each should be 
asked to rise, be recognized, and then 
give his full name and afhliation. If 
possible this should be repeated by 
the chairman, not only so that the 
reporter may record it but so that the 
entire may know who is 
talking. If the chairman doesn’t un- 
derstand it, may be reasonably 
sure that neither the audience nor the 
reporter understands it, either. Fur- 
ther, the reporter should be prov ided 
with an alphabetical name list, so 
that spelling of names may be checked 
when 
will 


notoriously 


discusser 


audience 


you 


it comes to transcription. It 
Save a lot ort work in the 
ganization’s ofhce later 


or- 
if names and 
correctly spelled. 
Another technique for recording 
accurately that is fre- 
quently used is to ask those who have 
questions to them down while 
the speeches are being given. Ques- 
collected, arranged in a 
logical way, and given to the speaker 
for response. This not only insures 
accuracy of the record and a logical, 
well-arranged but 
questions are much less likely to be 
discursive and to go far afield if an 
individual writes them and sigis his 
name instead of ad libbing. 

Since 1914 I have had an oppor- 
tunity to observe the changing pattern 


connections are 


disc issions 


write 


tions are 


discussion, the 
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Newly Styled Throughout 
mip 5 Meee 
Oglethorpe 


The new ownership of this fine 
hotel . and two-thirds of all 
have air-con 

conditioned ball- 


meeting rooms! , 18- 


resort has redecorated the entire | 


guest rooms been 


ditioned. Air 
rooms and 


hole golf course on our own 
grounds, giant outdoor pool 
boating, fishing, tennis, dancing. 


Attractive convention rates. 
Write for color brochure and 
intormation 


The New CSeneral 
Oglethorpe 


Horel, Golf Club and Cottages 
WILMINGTON ISLAND, SAVANNAH, GEORGIA 


HISTORIC 


Ib 


VIRGINIA 


A distinguished 
setting for 
mectings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

accommoda- 
tions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting he 


Fine cuisine, excellent 


Id in Williamsburg. 


Williamsburg Inn & Lodge’ 


For descriptive —_— and information write: 
Gramt M. Wash Went Inn, Wiiliame- 
pure, Va. or call . Res Of., Circle 6-6800 
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of meetings of every kind—sales con- 
ventions, political conventions, pro- 


fessional societies, trade associations. 


Few Speeches Prepared 


In my early days of reporting, when 
public address systems were not gen- 
erally used, meetings tended to be 
smaller and less formal in character. 
Only a small percentage of speeches 
were carefully prepared in advance 
and put into typewritten form before 
being given, and there 
deal of free discussion. 


Was a good 


[hen came general use of the 
public address system which made 


mammoth meetings possible. Gradu- 
ally, meetings became more and more 
cut and dried with practically all of 
the talk coming from the platform 
and less and less floor discussion. With 
the need for advance publicity, 
“canned” speeches became the vogue. 
All of them could have been read, 


with the advantage of being able to 


skip the parts one found dull. As a 
result of the preponderance of 
“canned” talk, large groups with 


enormous numbers of people coming 
to the convention often had a 
handful in their sessions. 

Something had to be done to pep 
up the meetings and get participation 
from the group if meetings were to 
continue to occupy the important 
place they had had, so there was in- 
augurated the panel discussion. Here, 
instead of having one 
on interminably from a_ prepared 
manuscript, there were four or five 
participants who were encouraged not 
to prepare written manuscripts, but 
to have their thoughts well organized 
on the subject assigned and to talk 
from an outline. 


mere 


person drone 


Lively Interchange 


This was followed as a rule by a 
lively interchange among the panelists 
and questions from the audience 
addressed to individuals on the panel 
and answered by them. 

Recent meeting techniques devel- 
oped to promote greater audience in- 
volvement includ brainstorming, role- 
playing and buzz sessions. 

Whatever technique you use, ad- 
vance preparations should be made to 
insure an accurate record of the 
proceedings. If the meeting is im- 
portant enough to spend time and 
money on, then it is worth recording. 
For a relatively small investment 
you ll have both a permanent record 
of the ideas and opinions elicited 
the meeting and a guide for follow-up 
The End 


action. 


et us help make your next 


sales meeting the best one yet — 
at WORLD-RENOWNED ~ - 


derful northern 
les conference, 
etings into “an- 


_.. in the heart of won 
Wisconsin. Take your so 
convention and staff me 


other world.” 
ilities, owner Manage- 


ch. Private conference 
rooms; banquet and cocktail —_ — 
r 
m health baths, indoo 

ourmet food. Stea 
poor omar pool, and all types of sports. 


Incomparable fac 
ment; easy to rea 


Write or| phone us. 
LORETTA SULLIVAN FRANCES BLACKLOCK 
20 E. Jackson Blvd. 1775 Fremont Ave., S. 
Chicago, Illinois Minneapolis, Minnesota 
Phone: WEbster 9-7372 Phone: KEnwood 62390 
CLEVELAND OFFICE: PRospect 1-7827 
WASHINGTON OFFICE: EXecutive 3-648! 
NEW YORK OFFICE: MUrray Hill 6-6990 


COAST'S FIN-E St 


Staffed To Serve 
Any Type Meeting 


A luxurious resort hotel overlooking the Gulf 
specializing in conventions . . . finest air-condi- 
tioned meeting and banquet room in the South, 
seating 1500 experienced staff trained to 
handle a ‘package convention" for you .. . con- 
veniently located between New Orleans and 
Mobile, Write us for more detailed information. 


JIMMIE LOVE General Manager 


Overlooking the Gulf of Mexico 
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Publications Help with the Dramatics 


{Continued from page 25) 


to New York City, see the shows and alue of its acceptance and the trans- 
are exposed to advertising in Playbill. ference of acceptance to an advertis- 
U.S. News & World Report's ing message. 

two-minute presentation by Jules 

Orteg, explained its reader appeal by Wrap-Up on Campaign 

discussing features in the magazine. 

Harris M. Murray, Christian Science Wrap-up of Excello’s advertising 
VWonitor, stressed the national influ- ampaign was given by Al Braun who 
ence of his newspaper, the direct fired a blank cartridge toward the 


ats, Come to Coronade — 


on wees S GREATEST CONVENTION RESORT pee nat 


tres under one roof 


Club, Golf and Tennis Facilities 
ai Alai and racing © Deep-sea Fishing 


We'll belp you make your next convention the best yet! 


H. 8. KLINGENSMITh JOHN A. TETLEY 
Managing Director Sales Manager 


~ Hetel dei CORONADO 


CORONADO, CALIFORNIA 


A 5 ea 
The Famous All-Year Resort 
Across the Bay from San Diego 


oF ome ea oe wa 


aa ia &  ) 
Miami Meeting: 
Make it the McAllister—fully air conditioned, 
free TV in every room, featuring our new 


Flagler Room seating 1000. 


and soon 
t—we are 
bottom. 


t—a 
ami ‘s larges 
Mi Miami's fines 

re-NEW-vating foP to 


Every room a new room—a new lobby of 
breathtaking beauty and new finer meeting 


rooms and suites for any arrangement. 


Write today for details ty THE y 
and exciting convention ideas. 
C. DeWitt Coffman, Gen. Mgr LLISTER 


WHERE FLAGLER STREET MEETS BISCAYNE BOULEVARD 
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stage wing as he enumerated each seg- 
nent of the ad program. After cover- 
ing all points, a dummy with an eye 
patch and ketchup spattered chest was 
carried on stage to emphasize how 
this campaign would strike down 


competition, 


Another Dramatic Show 


Che Excello meeting on Wednes 
day was still fresh in the minds of 
salesmen when they were treated to 


the dri amati¢ show for the Jayson 


ano 
line on 

‘Technical aspects of 
fabric was explained in 

Harold B. Ackerman, a 

promotion manager, Chemst 
Corp., who told the Acrilan story. 
was followed by Edward F. 
who tied in his presentation for Spo 


Tllustrat d to the stvles of athletes 
Model Matches Ad 


For years Jayson has used a wom- 
an’s eve and lips as dominant, and 
otten only art treatment in its adver- 
tising. [his identification has had 

ient value to continue on for at 
least another selling season, and so 
new Jayson “stopper” ad was un- 
eiled. It was brought on stage by a 
model whose witch hat corresponded 
o that shown on the blowup ad. 
(George Jones, ot Esquire, then spoke 
about fashion trends and the maga 
zine’s part in stimulating them. 

Revealed at the Jayson meeting 
was a new contest and advertising 
campaign. ‘Iwist in the contest is 
that, while it promotes sale of men’s 
shirts, it is aimed at women who alone 
can enter. Prizes are mink — cape, 
coat and _ stole and they were 
modeled for the salesmen under the 
watchful eyes of a special guard who 
was responsible for their (the minks’ 
not the models’) safety during the 
tour-day conclave. 


Copy TV Program 


To tell the story of the contest 
advertisements, Jayson adapted the 
$64,000 Question TV show tech- 
nique. Its contest for experts (pub- 
lication representatives) was called 
“The Jayson 52,400,000 Answer.” 

Che figure represents the combined 
readership of magazines that will 
carry the mink contest advertising for 
Jayson.) 

All details of the TV program 
were included in the Jayson meeting 

isolation booth, musical back- 
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tron a “closed 


ir publications were involved in 
presentation: Howard Emrich, 
hicago Tribune John ‘Tiernan, 
New York Times; Raymond J. Peter 
son, Good Housekeeping ; and Merri- 
wether Cowgill, Life. Each was 
asked three questions to reach the top 
plateau and then the representatives 
went into the isolation booth to an 
swer the big question—how the pub 
ation would help Jayson salesmen. 
As each “contestant”? was brought 
on stage, his urvacious escort brought 
along a blowup of the ad scheduled 


his publicatior 


Brought Experts 


; fashion merchandising 
G7 06 1 Hous A eping 
ilong some expe ts to help 
: , 


answer the big question. ‘They 


profession rit vocalists who 


Skirts, t ‘it the n agazine’s 
handising story. After the rendition, 
the words of the song were flashed on 
the screen so that the audience could 
joln in a community sing. 


After the perfor! 


meeting 
at the 


HOTEL 
LASALLE AND MADISON 


CHICAGO 


ey 
Teletype gane 
CG 28 


= Fe 


fs AY P 
@ Complete facilities adaptable to 
any type of function 
@ Personalized attention to 
every detail 
@ Convenient to railroad terminals 
@ Located in the center of 
downtown Chicago 
@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 
WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


A.M. QUARLES M. P. MATHEWSON 


VICE PRESIDENT SALES GIRECTOR 
AND GENERAL MANAGER 
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ot the song was given to each sales girls distributed cans of ice-cold beer 
to each man in the audience. The can 
of beer was described as a shirt 
Miss Cowgill, of Life, had an ex- count. 
pert to help her with the big question. “We told 
All questions, incidentally, involved Braun, “that they could sit and wait 
readership and impact of circulation there for the greater part of th 
on specific salesmen’s territories.) The morning, unable to get into this can 
expert was Cathleen Wallace, a Life unless they had the right tools, at 
cover girl. She told of her successes which time the girls distributed 
since appearing on the cover of Lif ¢ 


and indicated that success would come 


man. ‘Lhe records had been cut a few 
days in advance of the meeting. 


UC 


the men,” explain 


each man a mink can opener to sym 
bolize the mink contest.” 

to Jayson salesmen throu e With 
test advertising in Life ontest 


\s i finale to the 


a toast to the Jayson mink 


campaign, the meeting ad 


The End 


conventions 


> 


ThefamousFredHarvey 
Hotel in sunny Santa Fe 
New Mexico 


is now available for meetings 

to 280 from after Labor Day 

June 30, for smaller conferences 

year ‘round Renowned for 

Spanish-Indian atmosphere, fri¢ 

informality and fine cuisine 
Fonda provides a unique back 
ground for memorable meetings 
Meeting Rooms, Banquet Facilities 
Ideal year-’round climate. Sight 
- seeing trips into the Indiam Coun- 
° try, curio shopping, golf, fishing, 
Also an ideal stop-over hunting, Ginn tate Pe Railroad, 


place for conventioners’ = Continental and TWA Air Lines.— 
(~groups going farther West Wik nage 2S. Gees 


or returning East. PHONE: 3.5511 
TELETYPE: SANTA FE NM S661 


Let the staff at any ack av hotel help you blend 


pleasure with business to make your convention a real success. 


GROVE PARK 
ASHEVILLE, NORTH CAROLINA 


FORT HARRISON 
CLEARWATER, FLORIDA 


FRANCIS MARION 
CHARLESTON, SOUTH CAROLINA 


JACK TAR HOTEL In The Keys 
MARATHON, FLORIDA 


JACK TAR 


TON, TEXAS 
ORANGE HOUSE a aie 


11l-room hote! to open in mid 1956 
ORANGE, TEXAS 


ideal for groups of 
limited size 


who desire a comfortably in- 
formal atmosphere and a wide 
variety of recreation available 
on the grounds not just 
Food fit for Kings 


and with everything included 


“nearby.” 


in one low, all-inclusive rate. 


Open the year around. Color 
folder and full details on re- 


quest. 


abit of the old west in the deep south! 


“700 acre vacationland™, 18- 
hole golf course. heated 
pool, full program of dude 
ranch fun. Wonderful meals 
and planned entertainment 
all included in rates 
starting at $11. 


See JOHNNY REVOLTA 


Golf Pro. Winter Season 


GULF HILLS 


|Dude Ranch é . 
Country Club». 


STANLEY RESORT 


ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casine Auditorium: 42 x 64 plus baicony ene 
theatrical stege, 15 x 24. ats 508. 

Maxwell Room: 65 « 80. Banquet and dining 
faciiities for 450. PA system, stage, service be 


OTHER SPECIAL ROOMS INCLUDE 
‘oom: © « @. Seats 14. 


Rench Room: x 25. Seats 108. 
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The 
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Miami Beach’s NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
.4 additional Meeting Rooms—Special Display Areas— Penthouses... 
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Huge salt-water swimming pool. 
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. complete entertainment program. 


“Extras” Included in American Pian 
fupere dancing... | wagon dinners . . ++. and for convenience: 
les luncheons - « » swimming . . 
waby entertainment. ia pert 


~ Asmar Lariat Lounge... 


Ideal oceanfront location convenient to golf 

. racing ... deep sea fishing ... shopping... 
theatres and night clubs...Completely Air 
Conditioned with individual thermo control 
in every guest room. 


W rite for Color F older and Convention Specification Sheet : 
Jach Parker, Managing Director 


“eu” 


putting tennis . 
ctindren's amen ‘with supervision aGey 
binge . . . card game: 
oc laden thaws 


Herseback riding, tours of Nationa! Park, geif, 
beating and fishing available at reasenabie rates 


Estes Park ‘Phone 23 Tewtvee ie. gpreees 
Chicago ‘Phone MOhawk 4-51 


Teletype No. CG-1264 


DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beech, Florida 
ROA AM WW SSSR cal NARA 08 RAS ses 


SM/JULY 6, 


The Golden Gate Hotel Sgosy eee Northwest Orient Airlines, Inc State Fair of be (Dalles) 
gency: Roland jee t Adv Agency: Campbell-Mithun, In Agency a» 2 Cc 
The Groonbater (White oe Seiten, Palm Beach Biltmore (Palm Beach Ly D. Strong Electric an 
W.. Va.) Ag y: Ray McCarthy Advert z Agency: Wendt Advertising Ager 
Age : Needham & Grohmanr Parisian Novelty Co Sullivan County Hotel Assn. : 
Gerntngy s (Grossinger, N. Y.) 14 enc obert Peterson Advertising Ager Agency: Mumm y & 
A 


° Peninsular & Occidental Steamship Co Sun oe (Idaho) 
Gulf Hills Dude Ranch (Ocean Springs, Miss.) 106 Agency: Bishopr een & As y: The Caple 
Agency: J. H. Lewis Adv 3 Agen 


Jency: ackstone } ng, in 


Compa 


Phoenix Chamber of Commerce aaa Syracuse, Inc, (Syracuse, N. Y.) 
Jam Handy Organization 4th Cover Agency: Jennings & npson. In Agency: Spitz Advert 
Agency: Campbell-Ewald C 


— Point Inn (Mount Pocono, Bags J 58 


yency oen Lang te 


Puerto Rico Visitors Bureau ag = 1 Copeuiee 
gency: Ogilvy, Benson & Maths <a 
Railway Express Agency = A- Story 
Hollywood Beach end (Hollywood, Fia.) 98 Agency: Benton & Bowle n 
en darris 1 
gency: Harris & 4 RCA Engineering Products Division 
gency aul Letfon 


Hollywood Knickerbocker Hotel 

eee ay yee ) a Pe 42 RCS Studios Toledo Convention Bureau 42 

— J , — ; % Trans Canada Airlines . 
Hollywood Roosevelt Hotel aeenet a Inc A gency: Cockfield, Brown & Co. ,Lt 

- gen Yombrower Advertisir 

(Hollywood, Calif.) ‘Rips Trans World Airlines, Inc 2nd Cover 
The Homestead (Hot Lancy os Vas) Ritz- — ony! —— ow Agency: B tton. Durstine k “ 

Agency: Edward i & Co. Agency: Abner ula , United Airlines, Ine. 
Hotel Corp of America Roney Plaza (Mim aang Agency: N. W. Ayer & Son 

H &R nc A & F 


Three Dimensions . 80 


atten 


Agen gency: Re B tA t } United Van Lines, 
ay Hudson Hotel (New York). Royal York Hotel (Toronto) Agency: Kelly 
‘ Adve 4 Agency: Kenyon & Eckha Advert j U.S Hotel Thayer (West Point, N Y.) 
The tn ae Hill Falls, Pa ) Sea Breeze and Ambassador Hotels Age Needham & Gre an 
ham & Setgre 


y ) Sro 
Agency: Need (Palm Beach) Vinoy Park Hotel (St. a ma Ra.) 
Intercontinental Hotels one x¢ Pp Advertising A : y: Griffith Advert 
Aae Koeh 7 & Landar 


hrndt & Ke 


y we ave 7A” 1 s je 


Sedgefield Inn foegentbere N. C.) Virgin ile Peete A 
J¢ y: b vena & JeNncy \oer Lanais 
Hotel Shattuck (Berkeley, Calif.) Hiram Walker, Inc 
Agency: Garaerd Donnelly Advertic’ng Agency: C. J, LaRoche & ( 
Sheraton Corp. of America bag Hotel Petedelema) 
Agency: Batten, Barton, Durstine & borr gency: Jame 


International Amphitheatre (Chicago) 
Ivel Corporation 
Jack a Hotels. 

Age # 


Sellaneen Hotel (Atlantic Ci ty) Sheraton-Gibson Hotel (Cincinnati) Wester ty Lines, Ine. 
Jung Hotel (New Orleans) n ated Advert 3 Ag y, Ir stain oerogeabea ape ‘ 
Agency: Alert Advert 3 Ag Hotel poate (Chicege) — an baa Cwegener Otle.) 


Hotel Kenmore (Boston) 
Kentucky Hotels (Louisville) The hecion (Washington) bap woo Hotels g We a4 

Agency: Doe-Ander Ad t y Aas y Skirvin Hotels Lrommerys ery City) “ : 
Key Biscayne Hotel & Villas, (Miami) 9 Sesion Westward pe Hotel (Phoenix 


7 A 
Skytop Club (Skytop, Pa ) P 
The King Cotton [Greensboro N. C.) oF Ths ¢ Wigwam (Liteheta Par — 


wart t 
Soreno Hotel {st Petersburg Fla ) . a 
in Fonda Hotel (Santa Fe. N M ) 5 vert j Wilding Pictures, Ine. 


, w 4 Southwest Hotels, Inc Willard Hotel (Washington, D Cc.) 
ecu d tenn + edoeasoelie ‘ie , y Albert B ssenk Adve 


LaSalle Hotel (Chicago) Spl it Rock Lodge & Club (Whi te Haven, Pa.) wil liam Penn haag-v~4 (Pittsburgh) 


Las Vegas Convention Bureau Stanley Hotel (Estes Park Colo.) 
Laurentide Inn (Ste. Agathe Des Monts, Que.) % 
ae Beach Chamber of Commerce 

a r Pat & + A art 


Manpower, Inc BUSINESS CONFERENCE... 
Mansfie d-Leland Hotel (Mansiel d,O ) Na < 7 Ne J 
wanna Hotels | 4 GSSQY le. 


Mc cAllist er Hotel (Mi iam _Beac h) 


Wiliamsburg Inn & rt ~ (Williamsbur g, Va.) 


You'll GET MORE DONE on your conventions and sales meetings 
Albert Meltz Studios ; 


stacihie:-tetih Mesiiadtes in Nassau... because you H AVE MORE FUN and relaxation 
‘ & during the hou in-between! Every sport ee the sun. 

Messmore & Damon 

ahaa Miiieaii: Menon . : shopping and sightseeing for the whole f family! Nassau is near, 
pr A x A by plane and ship . . . and no passports are neede d for American 

and Canadian citizens! 


City of Miami Beach 


Mississippi Gulf Coast 


Monte Carlo Hotel (Miami Beach) 
Hotel Morrison (Chica 


Ira Mosher Associates 
Mount Washington Hote 
(Bretton Woods, N. H 


& S 


Na tional Airlines 
Nat onal Guard Armory 
National Hotels Co 


Natur al —— of Virginia, Inc 


Nautilu s Hotel (Miam ) 


For Complete Information: 
New Wathinaton Hotel (Seattle) 


sch Ream eet | NASSAU, BAHAMAS, DEVELOPMENT BOARD 


Hotel New. Yorker (New York) MIAMI: 1633-34 duPont Bidg. NEW YORK: 308 British Empire Bldg. 
CHICAGO: 1210 Palmolive Bldg. DALLAS: 2120 Adolphus Tower 

No! th h American Ven Lines . r TORONTO: 407 Victory Bidg. 

Northernaire ees Lakes, Wis.) 
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An exchange of anecdotes and 


facts to help a speaker spice 


his speech and 


Subject: HARD SELL—SOFTLY 
Franklin C. Wertheim, dire 


consultant, tells this story of 


ning sales approach: 
I 


rom a point I once 
watched a number of prostitutes who 
were working the same darkened 
street. Their technique was similar. 
As a man would pass along the avenue 


vantage 


a girl would approach the prospect 
and whisper something to him; some 
times, not often, the man would stop 
and a brief bargaining session ensued. 
Chen sometimes, not very often, the 
ouple would go off arm and arm. 
One streetwalker, not particularly, 
favored by 
markedly more successful in getting 


nature, seemed to be 
clients than were her compatriots in 
the army of the fallen. 

As a would-be writer, | wondered 
what wild Sybaritic slogan could stop 
so many men? What whispered rumor 
of unendurable oriastic delight could 

» use that proved so effective ? 

So I sauntered past the darkened 

re windows of the 14th Street e 
poriums until I too passed 
doorway that constituted her sales 

sure enough the neat higure 
dignified, if 


beautified, by the dim reflections 


face that was 


the street lamps fell into step witl 
The glove touched my arm, 
wave of inexpensive perfume lent 
contribution to the husky voice tl 
id, ‘“Lonely tonight, Mist 


Subject: VALUES 


Clarence Francis, chairman of 
board, General Foods Corp. 


is analysis of human values: 


tl \ 

It has always seemed to 

an buy a man’s time; you 

1y a man’s physical presence 
given place; you can even buy a meas 
ured number of skilled muscular 
tions per hour or day. You cant 
buy initiative; you cannot buy loyal 
tv; you cannot buy the devotion of 
hearts, minds and souls. You have to 
carn these things 
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make a point. 


Subject: PSYCHOLOGY 


In a chain candy store a salesgirl 
had customers lined up waiting for 
her while other salesgirls were idle. 
The owner of the chain, observing 
this, asked the popular girl her secret. 

“Well,” she replied, “the other 
girls scoop up more than a pound of 
candy and then start taking away. | 
always scoop up less than a pound 
and then add to it.” 


Subject: PROGRESS 


One day Toto, famed Italian come 
dian, had to have an operation. 
want to tell you ahead of 
warned his doctor, “that I’: 
of getting my patients up and around 
very soon. J'wo hours after the opera 


tion you will sit up, four hours later 


you will stand up, and the next day 
you will walk around on the 


arm.” 


you let me lie down a little while 
during the operation ?” 


Subject: ECONOMICS 


A fifth grade teacher was preparing 
her pupils for a unit in American his- 
tory, which involved a discussion of 
“The America.” She 
opened the class discussion wit] 


Puritans in 
h this 
question: “Does anyone know what 
people were punished in stocks ?”’ 

From the back of the room came 
the triumphant answer, “Small in 
vestors!” 


Subject: VIEWPOINT 

The little girl rushed into the 
kitchen and flung herself into her 
mother’s arms sobbing. 

“Why, 


mother, 


darling,” comforted 


“what on earth is the 
ter?” 

“M-my dolly,” cried the 
“Michael broke my dolly.” 

“Oh, what a shame! How 
do it?’ 

“He was being n-naughty,”’ sobbed 
the child, “and I hit him over the 
head with it.” 


Subject: DINING OUT 
A man in a crowded restaurant 
1 a wait 
ress handed him a menu and left to 
take care of ot ustomers. After a 


: ' 
long interval she suddenly remem 


found a seat in the corner an 


bered the man in the corner and h 
He was 
gone, but propped against his water 


“JU “FU 


ried over to take his order. 


glass was this 


LUNCH. 


note: 


Ae Lang, 
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SHIP YOUR DISPLAY UNCRATED... 
via NORTH AMERICAN PADDED VAN! 


DOOR-TO-DOOR DELIVERY 
»»»NO LOCAL DRAYAGE... 
SAVES TIME AND MONEY! 


Here’s the modern way to end your display- 
shipping headaches! Forget crating, local 
drayage, transportation worries. Before you 
ship that display, call your North American 
Van Lines agent for details of our specialized 
exhibit display service. 

NAVL door-to-door, uncrated transit and 
storage handling will save you worry, time 
and overall expense. Look for the North 
{merican trademark under “Movers” in the 


yellow pages of your telephone directory. 


AMERICA’S SAFEST* MOVERS 


—s ; } * Winners, A.T. A. National Safety Award for 
Helpful Booklet on Household Goods Carriers traveling 500,000 


D | ~ P L A Y M Oo V 4 N G ! ‘ miles annually. NAVL vans travel 


over 35 million miles per year. 


Get THE Facts on NAVL Uncrated 
Display Moving Service. Write today 


> —as i 
for this practical, illustrated FREE ae f vy — *. 
brochure. Address Dept. SME 76. rf ° 
| NorthAmerican 


North American Van Lines, Inc. \_ VAN LINES Inc_, 


WORLD HEADQUARTERS: FORT WAYNE 1, INDIANA ee 


° - LOn <{S) 
North American Van Lines Canada, Ltd. - Toronto DISTANCE MO 


Writing 

Convention Services 
Conference Plans 
Motion Pictures 


ening Fea All meetings are not 


Demonstration Devices 
Screen Advertising 


sa cone equally effective 


Training Manuals 
Slidefilms J, : ; 
Pictorial Booklets There are reasons. The meeting that does the most is marked by 
Transparencies professional assistance in preparation. 

Slides 
Film Distribution Ideas that are clearly expressed . . . dramatized . . . visualized . . 
Turnover Charts 
Meeting Guides 
Tape Recordings 
Disc Recordings 
Promotion Pieces ine : ge 
Rates Chtate having a staff of specialists in your own organization. You explain 


carefully developed in every detail . . . are the makings of the truly 


effective meeting. 


And, with Jam Handy One-Stop Service at your disposal, it’s like 


Banners vour problem once and then relax while a group of closely integrated 
Training Devices 
Quiz Materials 
Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 


Projection Service 
Film Productions in Coior 
Field Surveys e 
One-Stop Service C y 
NEWYORK 1S . HOLLYWOOD28 =. DETROIT 11 ‘ DAYTON 2 e PITTSBURGH 22, CHICAGO 1 
| 1775 Broadway 1402 Ridgewood Place 2821 E. Grand Bivd 310 Talbott Bidg Gateway Center 230 N. Michigan Ave. 


talents follow through to the finished meeting under your command. 


Get the most out of your next presentation, meeting or training 


rogram. Call any of the offices listed below for professional help. 


